Ps 


TECHNOLOGY DEPT: 


CHICAGO 
PUBLISHED 


WEEKLY at 100 
E. OHIO ST. 


DEL. 1337 


7° ~\r 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


<4 he eee 


verry 


| PUBLIL 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, IU., under the act of March 3, 1879. 


MAY 2 


: ws F*5 AG ay 
eae Bae fea pt . ’ 


FORTY. 
SECOND ST. 
BR. 9-6432 


a 


{¢ Woh 


5) | 


Vol. 10, No. 21 


May 22, 1939 


10 Cents a Copy, $2 a Year 


Rough Proofs 


“Kudner extols copy evaluation.” 
“Collins cites hazards of pre-test- 
ing.” af 
Difference of opinion is what 
makes horse races and advertising 
business. 
, = 


Television, predicts Dr. W. R. C. 
Baker, will eliminate “bargain day” 
crowds in department stores by 
substituting telephone shopping. 
And in that event, doctor, there 
won't be any more bargain days. 


— =. 


If television results in shoppers 
voiding store traffic, the fellow 
who thinks up the names for all 
those special sales will become a 
victim of technological unemploy- 
ment. 

— 


The embattled female who 
crashes through center or breaks up 
interference on her way to a bar- 
gain counter would probably deny 
that television is going to make her 
a sissy. 

e? ¥ 


J. W. Ephraim, who protested 
against dentifrice advertising as un- 
fair competition, must have hated 
the way editors spotlighted his 
product in reporting his TNEC 
testimony. 

, @ @ 


Congressional hearings on eco- 
nomic subjects are a great boon to 
manufacturers who are always in- 
terested in advertising that can be 
had economically. 


vgy¥sey? 


Making shopping more scientific 
by grading all products accogding to 
government standards would be 
thrown into complete confusion by 
such simple details as a lady cus- 
tomer’s preference for a salesman 
with curly hair. 


, = & 


A 1906 ad in Vickery’s Fireside 
Visitor, no longer published, drew 
en inquiry for a Busy Bee washing- 
machine, no ivnger manufactured. 
It was a mighty good ad in every- 
thing except the timing. 


, = ¥ 


No wonder the Fireside Visitor is 
no longer calling as in the good old 
lays. Its place has been taken by 


radio’s greatest expert on fireside 
iting. 
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A San Francisco department 
store is advertising to the “for- 
gotten man,” the fellow with a 
comfortable bay window. But he’d 
just as soon not have it given un- 
due publicity. 

y,vyY 


If the first depositor in the Dime 
vings Bank, now 75 years old, 
nad left his initial $100 right there, 
ne would now have a balance of 
52,292.58. But they forgot to tell 


S 
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Users of Schick’s dry shaver are 
‘Ww promised Schick’s appeal. Puns 
may be the lowest form of wit, but 
some advertisers are still okaying 
them. 


, ww F 


Just as Walt Disney had given 

uf trying to produce a successor to 

ee Little Pigs, the fwee little 
es fwam right over the dam. 


Copy Cus. 


KNEELING POSITION CRAMPED HER STYLE 


He learned about tall ones from her! 


“Ah! Me! [ guess all us working 


“My, this is fan—flying around on “Good dav, site, Tam Psyche of 
riths get fed up with our jobs. my first holulay in # many years. White Rock. Can [ help you?”’ 
I've been kneeling in this White But look! Who is that unhappy man "Well, dang it, young lady, | buy 
Rock trademark for 46 years. I down there? He louks se miserable. the finest whiskies! Ver every heh- 
hink I'll cake a little flight around.*’ Wonder it | can help hum?"’ bail curns out flat and insipid bab!"" 


Ax 
‘ x 


‘looked at his mixer and smiled, 


“Now he’s as happy as a school. 


“Before [ get back on the job, 


It was one of those carbonated local boy For White Rock's mineral here's a ty for vou: Geed whabin 
tap-waters, Se...quick as a wink. .I tariy has pointed up the natura! flavor deserve White Rok and all other 
whisked back w the White Rock of bis whiskey. . now even his ald wide me vd it. Now you help me. 


Mineral Springs, for guess what!’’ 


friends congratulate him."’ 


Tell me when I get my pose right.’” 


yoo! wtlietkhe 
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ON THE ALKALINE SIDE 


Marketers Stress 
Factual Approach 
fo Research Problem 


Chicago, May 19.—The American 
Marketing Association, which has 
occasionally permitted itself to soar 
into the misty realm of upper 
economics, today listened to a vig- 
orous plea from a practical adver- 
tising practitioner, Edgar Kobak, 
vice-president of Lord & Thomas, 
to align the techniques of distribu- 
tion research more closely with 
those followed by technical re- 
searchers. 

Distribution research, he empha- 
sized, must convince not only the 
executives but other departments 
of the business that it is a business 
getter and a cost reducer. 

Mr. Kobak’s address on “Long 
Levers and Strong Props” followed 
a session devoted to other but no 

(Continued on Page 8) 


DIRECTORY OF FEATURES 
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Modest Psyche 


Tires, Steps Out 
for White Rock 


New York, May 18.—Psyche, the 
mythological beauty with the wings 
of a butterfly who was reputed to 
be Cupid’s girl friend, and who 
once inspired the jealousy of Venus, 
this week renounced her time- 
honored role as “the personification 
of the soul, emblematic of immor- 
tality,” to step out and see life. 

For the past 46 years Psyche has 
been familiar to our material civi- 
lization as the trademark of White 
Rock Mineral Springs Company. 
Cognizant of the damsel’s tradi- 
tional virtue, White Rock heretofore 
restricted her role to that of a sym- 
bolic, kneeling figure, although 
even this laudable restraint failed 

(Continued on Page 6) 


Cooperation with FTC 
Held Boon to Advertising 


Charges Aviation 
Advertising Trails 
Technical Progress 


Basic Promotion Prob- 
lem Is Internal, Says 


Airline Chief 


New York, May 16.—Although 
there have been some outstanding 
campaigns and individual adver- 
tisements, the 
sales promotion 
job of the avia- 
tion industry 
has not kept 
pace with the 
technical ad- 
vances made in 
that field, C. R. 
Smith, presi- 
dent American 
Airlines, de- 
clared today 
before the spring meeting of the In- 
surance Advertising Conference. 

The meeting consisted of two ses- 
sions, one devoted to life insurance 
and the other to fire and casualty, 
with speakers including C. G. Tay- 
lor, vice-president, Metropolitan 
Life Insurance Company; E. M. 
Hunt, manager of publicity, Mu- 
tual Life Insurance Company of 
New York; A. H. Thieman, New 
York Life Insurance Company; and 
F. Sidney Holt, Aetna Life Insur- 
ance Company. 


Airline Management Blamed 


C. R. Smith 


Mr. Smith, who in five years has 
brought his line up to a point 
where it carries three out of every 
ten air passengers, blamed the situ- 
ation on airline management— 
which he characterized as so hide- 
bound by technical consideration 
that its thinking stops short of suc- 
cess in promotion matters. 

“To date, the technicians in air 
transportation have done a much 
better job than sales and advertis- 
ing men,” Mr. Smith said. “We 
know much more today about how 
we should operate an airline than 
we know about how we should sell 
the product we manufacture, air 
transportation. 

(Continued on Page 27) 


Last Minute News Flashes 


Swaney Made Marketing Director of Agency 


Chicago, May 19.—After 15 years with the Hearst organization, 
Morris F. Swaney today joined United States Advertising Corporation 
as director of marketing and merchandising. While in charge of mar- 
keting and research for the Rodney E. Boone Organization, Mr. Swaney 
developed a system of sales control which was widely adopted by 


marketers. 


Set $300,000 as Budget for New York Milk Drive 


Albany, N. Y., May 19.—A bill appropriating $300,000 for New York 
State’s sixth successive milk promotion campaign today awaited Gov. 


Lehman’s signature, following passage by the legislature. 


The governor 


recommended the drive in his annual message. 


Approve Plans for Cooperative Peach Drive 


Columbia, 


S. C., May 19.—The Georgia-Carolina Peach Marketing 


Board today approved plans for an extensive advertising campaign, 
submitted by Sturges Dorrance, president, Brooke, Smith, French & 
Dorrance. A triangular emblem was adopted to distinguish the crop 
which will be promoted in copy in business papers late this month, to 
be followed by newspapers in leading Eastern and Midwestern markets 
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beginning in early June. 
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Industry's Self-Regula- 
tion Efforts Lauded by 


Commission Official 


New York, May 18.—Acknowl- 
edgment by the Federal Trade Com- 
mission of the efforts of the adver- 
tising industry to clean its own 
house and ferret out the undesirable 
aspects of merchandising, stood out 
here this week as the highlight of 
the Proprietary Association’s annual 
convention. 

Praising the cooperation extended 
to the commission by advertising 
agencies, P. B. Morehouse, director 
of the FTC radio and periodical di- 
vision, expressed the belief that 
copy standards are constantly being 
improved. He revealed for the first 
time that one of the objectives of 
the policy instituted early this year, 
whereby agencies are held jointly 
liable with their clients in cases in- 
volving questionable copy (ADvVER- 
TISING AGE, Feb. 20), was to pro- 
mote advertising improvement 
through self-censorship. The pursu- 
ance of this policy, he added, is 
leading to “conspicuous results.” 


Deplores Pressure on Copywriter 


Mr. Morehouse expressed the hope 
that “the day of continual argument 
between the copywriter who wants 
to be honest and the sales manager 
who wants more punch” is waning. 
The FTC has no intention of “crack- 
ing down” on either agencies or 
advertisers, he added. 

Replying to the claims of some 
critics that the commission “has 
been picking on a couple of little 
fellows and proceeding with qualms 
against bigger concerns,” Mr. More- 
house asserted that some of the 
country’s major advertisers have 
had actions instituted against them. 
He listed 18 such names as proof of 
this contention. 

That the path of advertising self- 
regulation, however, is not free 
from disturbing impediments, was 
made clear to the convention by Dr. 
Frederick Cullen, Washington rep- 
resentative of the Proprietary Asso- 
ciation. The drug trade faces a 
difficult task, he declared, in fram- 
ing advertising that does not con- 
fuse the consumer and yet is free 
from scientific criticism. 

In current enforcement of the 
Wheeler-Lea amendment, the FTC 
has swung away from protecting 

(Continued on Page 25) 


Law of Averages 
Catches Up with 
Sad Listerine Maid 


New York, May 18.— After all 
these years, the Listerine girl who 
has been “many times a bridesmaid 
but never a bride” has made her 
way to the altar. Fittingly enough, 
since this event is achieved at the 
World's Fair, she is repeating her 
vows many times a day. 

Long the object of pity in Lam- 
bert Pharmacal Company advertis- 
ing, the Listerine girl is now hailing 
happier days in the Hall of Phar- 
macy, part of which is now open 
to visitors. 

The wedding of the Listerine girl 
takes place to the accompaniment 
of sweet music and the fragrance 
of orange blossoms. The ceremony 
is synchronized with a puppet show, 
“Sorcery to Science,” of which 
Lambert is a sponsor. 
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Denies ‘Scientific 
Copy Acs as Curb 
on Creafiveness 


Wiseman Lauds Practi- 
cal Value of Pre-Tested 
Advertising 


Newark, N. J., May 17.—Lauding 
the practical value of pre-tested 
advertising, Mark Wiseman, vice- 
president of C. L. Clark, Inc., to- 
night denied before the Industrial 
Marketers of New Jersey that the 
application of scientific principles is 
detrimental to the copywriter’s cre- 
ativeness. 

The research executive declared 
that instead of weakening creative 
effort, the scientific approach 
strengthens it by eliminating “er- 
rors of omission and commission 
due to influence of haste and per- 
sonal opinion.” 

“While there is no rule of thumb 
answer to the question of advertis- 
ing effectiveness,” he said, “a tech- 
nique has been developed which 


apparently provides an answer, suf- 
ficiently reliable to give the creator 
of an advertisement a reasonably 
accurate picture, before it is pub- 
lished, of its ability to attract at- 
tention and gain readership after 
it is published. 

“Readership predictions for hun- 
dreds of advertisements of various 
types, when checked against actual 
readership reports from Clark in- 
terviewers, showed an average pre- 
diction error of about 2.5 per cent. 
It seems logical to assume that if 
the criteria used to achieve such 
accurate predictions are applied to 
the creation and revision of adver- 
tising material prior to publication, 
advertisements can be appreciably 
strengthened and readership thus 
increased.” 


Finds Analysis Technique 


Mr. Wiseman said he arrived at 
a technique which he called “ad- 
vertising analysis” after two years 
of research and experimentation. 
The adoption of such techniques, 
he declared, should go far toward 
eliminating the fear and trembling 
with which advertising men ap- 
proach their deadlines. 

Officers of the industrial market- 
ing group were elected as follows: 
Richard S. Hayes, Okonite Com- 
pany, president; Fred H. Pinkerton, 
United States Rubber Products, 


MENNEN PROGRAM CREATES MEMORIAL 


F. Semler Dieterich, merchandising manager, Mennen Company (left) and John 
B. Kennedy, commentator, show a bronze plaque presented to the Baseball Cen- 
tennial Committee, following a poll conducted on the “People's Rally" program 


to name the outstanding figure in baseball's first 100 years. 


Listeners chose 


Abner Doubleday, inventor of the game. 


vice-president; Russell R. Kreie, 
Magnus Chemical Company, secre- 
tary; and William W. Gilbert, Wat- 
son-Stillman Company, treasurer. 
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Broker Spotlights 
Opportunity in 
Full-Page Space 


New York, May 18.—Taking fur- 
ther advantage of the new freedom 
conferred by the 147-year-old New 
York Stock Exchange, J. S. Bache 
& Co., generally regarded as the 
largest stock brokerage house in the 
United States, this week used a full 
page in five newspapers to tell 
readers that “fortunes have been 
made and will be made by men of 
vision who prudently invest in 
sound American companies.” The 
border consisted of line drawings 
depicting the products for which 
each important city is famous. 

The advertising was something of 
an experiment and the big house 
will watch the general reaction be- 
fore continuing. Despite the bless- 
ing of the New York Stock Ex- 
change, all members of that organ- 
ization still have to defer to the 
Securities Exchange Commission. 

It is reported here that several 
other members of the Exchange, 
disturbed over the thin market of 
recent months, will shortly venture 
into advertising in an effort to 
bring investors back into the fold. 


Security Market Vital 


The Bache copy, prepared and 
placed by Albert Frank-Guenther 
Law, Inc., was headed, “Opportu- 
nity at your door.” It pointed out 
that “without the security markets 
the flow of capital into new enter- 
prises would be impaired and in- 
dustrial development curtailed,” 
and hence the stock market “is es- 
sential to a society which guaran- 
tees freedom of initiative to create, 
to build, to live as we like to live, 
to employ surplus capital in legiti- 
mate ventures.” 

The copy appeared in four New 
York papers, the Herald Tribune, 
Sun, Times and World-Telegram, 
and in the Chicago Tribune. 


Forrest Joins CBS 


Arthur L. Forrest, formerly as- 
sistant to the sales promotion man- 
ager of Mutual Broadcasting Sys- 
tem, has joined the sales promotion 
staff of Columbia Broadcasting Sys- 
tem. After spending a short time 
at New York headquarters, he will 
become sales promotion manager of 
Station WBT, Charlotte, N. C. 


Acquires Litho-Arts 

Robert F. Timm, for the past 
eight years national advertising 
manager of The Sheboygan Press, 
has acquired Litho-Arts, Inc., She- 
boygan, Wis., specialist in indus- 
trial and publication promotional 


material. He will serve as presi- 
dent. 


Walker Joins MBS 


Wallace A. Walker has joined the 
sales promotion department of the 
Mutual Broadcasting System in a 
market research capacity. He was 
formerly with C. E. Hooper, Inc., 
New York, and has also done spe- 
cial research for the Columbia 


Broadcasting System. 


Asks $50,000 for 
Newspaper Story 
Held Advertising 


New York, May 17.— Unique 
among court cases involving adver. 
tising is the $50,000 damage suit 
filed in district court here yester. 
day by Eve Curie, daughter and 
biographer of the famous Mme, 
Curie, against E. I. du Pont de 
Nemours, Inc., in which the plain- 
tiff alleges that a newspaper feature 
article constituted advertising paid 
for by duPont. 

Also named in the suit was Acme 
News Pictures, Inc., and World 
Publishing Company, in whose 
newspaper, the Omaha World-Her. 
ald, the article appeared. Acme is 
involved because it furnished the 
picture of Mlle. Curie used to il- 
lustrate the story. 

Mile. Curie, now on a lecture 
tour in this country, claims that 
her picture and name were used for 
commercial purposes without her 
consent, causing her to “suffer 
shame, ridicule and suffering.” The 
article, appearing under the byline 
of a_ staff writer, was printed 
March 12. 


Endorsement “Implied” 


The newspaper story tells of the 
development of Nylon, the new dy 
Pont discovery being used to make 
stockings. Although the article di¢ 
not say that Mile. Curie was wear- 
ing Nylon hose, or that she wa; 
identified in any way with Nylon or 
du Pont, the complaint charges that 
the story created the impression 
that she was either wearing or en- 
dorsing the product. 

It was said at the office of Abner 
J. Rubien, attorney representing 
Mlle. Curie, that there is no legal 
precedent for claiming that a pub- 
licity article constitutes advertis- 
ing. The complaint charges that 
du Pont paid the World-Herald to 
print the Nylon story, and that 
Acme was paid for the use of the 
picture. 

The Rubien office does not expect 
the case to come to trial until late 
fall or next year. 


Cresmer Managers 
Buy Stock Interest 


William T. Cresmer, president of 
Williams, Lawrence & Cresmer 
Company, newspaper representa- 
tive, has announced that managers 
of the company’s five offices wil 
participate in a stock interest. 

These are Charles V. Lehmann, 
executive vice-president, New 
York; J. M. Grassick, Chicago 
Thomas O. Eichelberger, Detroit; R. 
A. Claypool, San Francisco, and M 
W. Heaton, Los Angeles. All are 
to be named vice-presidents at the 
company’s forthcoming annua: 
meeting. 


Acquires “Fire Protection 

Case-Shepperd-Mann Publishing 
Corporation, New York, has ac- 
quired Fire Protection, former!) 
published by National Underwriter 
Company, and will consolidate 
with Fire Engineering, effective 
with the May issue. 
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NOW 


9000 WATTS 


And WFBR’‘s nationally re¢- 
ognized showmanship and 
merchandising policies 
GIVE MORE POWER 
to your advertising 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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ADVERTISING AGE 


FOR 30 YEARS, W 
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® Audience participation is a_thirty- 
year old practice which has won for The 
Farmer-Stockman the top-ranking posi- 
tion among all farm papers in the hearts 
of Oklahoma and Texas farmers. It 
extends out through the columns of the 
paper into fields and stockpens, country 
school houses and farm kitchens. 

Last year Editor Roberts and associ- 
ates Pearson and Flood traveled more 
than 50,000 miles in addressing meet- 


ings, visiting farmers’ homes to give 
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OFF TO ALASKA ON FARMER-STOCKMAN SPONSORED TOUR 


FARM WOMEN'S CLUBS TURN OUT 


E SPONSORED THIS 


o% . 


EN MASSE TO HEAR EDITOR PEARSON 


2 -~ 
? ; 
eo 


FIVE DISTRICT CHAMPIONS FROM FARMER-STOCKMAN SPONSORED CONTEST - aa 
1, , 


readers the experiences of their neigh- 
bors. Last year 55,000 direct requests 
by mail for facts about farming and 
farm homemaking were answered by 
these same three editors. 

Each year Oklahoma’s Master Farm- 


ers gather for their annual picnic, 


EDITOR PEARSON, RIGHT, ENTERTAINS MASTER FARM HOMEMAKERS 


planned by The Farmer-Stockman. Each 
year from a hundred to four hundred 
Oklahoma farm families take vacation 
tours sponsored by their favorite farm 
paper. 
fiddlers are brought in to exhibit their 


Each year the state’s champion 


skill to capacity audiences in Okla- 


PROGRAM 


FARMER-STOCKMAN GOSPEL HOUR IS WKY SUNDAY AFTERNOON FAVORITE 


\ 
° 


“'LL JUST ASK THE FARMER-STOCKMAN ABOUT IT.” 


homa City’s 6,000 seat civic auditorium. 
Such is The Farmer-Stockman’s “Au- 
dience Participation” program, It makes 
every subscriber feel he is a part of his 
favorite farm paper .. . makes subscrib- 
ers friends of advertisers who use the 
Southwest's greatest farm journal. 


THE FARMER-STOCKMAN 


THE OKLAHOMA PUBLISHING 
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OKLAHOMA CITY 


COMPANY 
OKLAHOMA 


Tue Damty OKLAHOMAN AND Times >; MistLetoe Express * WKY, Oxtanoma City % KVOR, Cotorapo Spaincs > KLZ, Denver (Affiliated Management) *¢ Tue Katz Acency, Inc., Reeresentative 
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BEVERLY HL 


Looking down on Beverly Drive, one 
of the principal shopping streets in 
Beverly Hills. 


vio. rll. 


Brown Derby . . . Robert H. Cobb is president 
of the famous Brown Derby restaurants in Los Angeles, 
Hollywood, and Beverly Hills, where the stars gather to 
eat, to see and be seen. His business, and his wide friend- 
ship among movie and radio people, make him as much 
a part of the Hollywood scene as the latest name in 
lights. He is married to Gail Patrick. Mr. Cobb likes 
“Liberty's courage and the character and caliber of Mr. 
Macfadden’s editorials.” 


| an HILLS is a city of thirty thousand 


adjoining Los Angeles, a dateline for news 


of movie and radio celebrities; but it is really 
a suburb of an important American city which 
is like other important suburbs. Palm trees 
are more conspicuous than elms along its sweep- 
ing streets; stucco walls and tile roofs are more 
frequent than shingle and brick. But for all 
its color and beauty of landscape and archi- 
tecture, Beverly Hills is another Bronxville or 
Evanston—a residential community created 
as a good place to live and raise a family. 


Architect . . . William J. Gage built the Bev- This most lavish of American suburbs owes 


erly Hills City Hall (above), and drew the plans for 
the new Beverly Hills Hospital . . . Beverly Hills 
has over 4,500 single dwellings—many of which 
Mr. Gage built—broad, winding streets, lined with 
trees; parks, fountains, and flower beds. Of Liberty, 
Mr. Gage says, “I think Mr. Macfadden’s editorials 
should be on the reading list of every public- 
spirited citizen in the country.” 


its prominence to the happy circumstance of 
its founding and location, and the fame of its 
residents. Years before the movies, it was de- 
signed as an exclusive residential park. Fair- 
banks, Pickford, and Chaplin lived here be- 


fore the films had a voice. Will Rogers never 


Civic Leader . . . C. C. Craig, president of Com- 


missed a chance to mention the name of his 
home city. Beverly Hills became known as 
the home of the stars. 

These names. in lights and national hook- 
ups may be occupationally more exciting than 
the inhabitants of less exotic suburbs, but 
when it comes to hearth and family they can’t 
be distinguished from other people who love 
their homes. They are in the public eye, but 
they have a private life—and it is in their 
private lives that they are significant as cus- 
tomers, as representative public opinion. 

As a fine suburban city, Beverly Hills is 
another measure of Liberty’s impact on a com- 
munity, of Liberty’s standing among worth- 
while people. Interviewed here, are some of the 
citizens of Beverly Hills who read Liberty. 
They are a good cross-section, not only of 


Beverly Hills, but of worthwhile America. 


“ee 


munity Laundry, is chairman of the Industrial Welfare 
Commission of the State of California, heads many 
business and civic associations. “I like many things in 
Liberty.” says Mr. Craig, “but there are three I 
wouldn't miss— your editorials, Vox Pop, and the main 
article in each issue.” 


Lincoln Distributors . . . Judson 
E. Roberts of Deaton & Roberts, sells Lin- 
colns and Lincoln Zephyrs to the movie and 
radio stars. Incidentally, the sale of Lincolns 
in the Beverly Hills territory is 18% above 
the average for the country. “I read Liberty 
from cover to cover.” says Mr. Roberts. 
“never miss Vox Pop and 20 Questions.” 


Travel . . . Walter H. Wylie has a wide 
background of railroad experience. He built 
the Memphis, Dallas & Gulf Railway, later 
served as traffic manager of the Illinois 
Terminal Railroad System. He now runs 
his own travel agency, routes many of 
Hollywood's stars to far-off places. ““Com- 
mon-sense seems to be the keynote of 
Liberty's editorial content,” he says. “T like 
your approach to present-day problems.” 


Food . . . William P. Murphy, of 
the Fulton Market, supplies Beverly 
Hills with the best in groceries: 
“What do I like about Liberty?— 
Everything . . . I sit down every 
Wednesday evening and read cleat 
through it,” says Mr. Murphy. 
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Homes: Average, $25,000 .. . 
George E. Read of the realty firm of Read & 
Wright, specializes in estates for the stars, 
tells us there is no “wrong side of the tracks” 
in Beverly Hills. The cheapest house is $7,500 
and they run up to $1,500,000, with the aver- 
age about $25,000. He reads Liberty, “be- 
cause your magazine is timed to what’s 
happening today—and written in every- 
body's language.” 


Police Chief . . . Charles C. Blair 

' is known widely throughout Southern 

California for a crime prevention bureau 

é that works, and a safety program that 
has brought automobile accidents to a 
new low. He can’t quite get away from 
his job, thinks ‘Those mystery yarns 
by a Headquarters Old-Timer are just 
too good to be missed.” 


Banker... Raymond L. Dunham is 
secretary-treasurer of the First Federal Sav- 
ings & Loan Association. ‘There are many 
things I like about Liberty,” says Mr. Dun- 
ham, “but I always read my favorites—the 
short stories—first.” 


Furniture . . . Carl B. Bickel, owner of the 
Bickel Furniture Company, does a big business 
locally and throughout Southern California. He 
is president of the Chamber of Commerce, and 
past president of the Kiwanis Club. Mr. Bickel 
reads Liberty regularly, likes “the fact that 
Liberty is fair—presents both sides of controver- 
sial questions, and leaves it up to the reader.” 


Fashions . . . Bernard Newman, once Berg- 
dorf Goodman stylist and head designer for RKO 
and Columbia Studios, now operates his own shop 
in Beverly Hills, counts many Hollywood stars 
among his customers. “Believe it or not,” he says, 
“what I like best in Liberty are the articles by 
and about the Hollywood people I know.” 


Chrysler-Plymouth .. . A. C. Rob- 
bins, Jr., of Greer-Robbins, oldest Chrysler 
distributors in Los Angeles County. His best 
selling model is the Plymouth station wagon 
that has been making a big hit with the mo- 
tion picture people. Mr. Robbins says, “I 
can always find plenty to interest me in 
Liberty—what with your action-arousing 
articles and exciting stories.” 


Photographs Specially Taken 
for Liberty Magazine 
by Hymie Fink 


Clubwoman .. . Mrs. Elizabeth Frazer Lloyd 
is the mother of the motion picture comedian and 
producer, Harold Lloyd. Social and civic leader, Mrs. 
Lloyd is a member of the Beverly Hills Women’s 
Club, Dominoes (a club for women of the motion 
picture colony), the California Art Club, and other 
organizations. Mrs. Lloyd likes Liberty’s fiction 
which she says, “leaves me with the feeling of having 
read something worthwhile.” 


Ford Dealer . . . Herbert E. Wood- 
ward, President of the Los Angeles County 
Ford Dealers’ Association and exclusive 
Ford dealer in Beverly Hills, maintains one 
of the finest display rooms in the country — 
according to visiting dealers. Mr. Wood- 
ward, who takes a keen interest in local civic 
matters as vice-president of the Chamber 
of Commerce, thinks Liberty is “a good 
healthy magazine all the way through.” 


Perfumes .. . Lucius L. Caillet does 
a nation-wide business in expensive per- 
fumes at his famous pharmacy at Wilshire 
& Santa Monica Boulevards. Says Mr. 
Caillet, “I’m particularly interested in in- 
ternational affairs—and I find Liberty's ar- 
ticles the clearest and most authoritative.” 
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Newspapers Ready 
for Permanent Copy 
Research Program 


Agencies Lend Aid in 
Formulating Plan for 


Gallup Study 


Chicago, May 17.—With adequate 
funds pledged, the Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, has com- 
pleted plans for a continuing study 
of newspaper advertising, to be 
sponsored by the Advertising Re- 
search Foundation and executed by 
the Gallup organization, Wilder 
Breckenridge, sales manager, told 
the Inland Daily Press Association 
at the concluding session of its 
spring meeting here today. The 
study will get under way June 1. 


Income Data Important 


Mr. Breckenridge shared the ses- 
sion, devoted to national advertis- 
ing, with F. Ward Just, Waukegan 
News-Sun, chairman of the Inland 
committee on agency relations 


YOUNGSTER SAMPLES NEWSPAPER CONVENTION 


C. D. Greenleaf, president of the Truth, Elkhart, Ind. (right) with his son, Harvey, 


at Inland convention. 


Left, Tom H. Keene, general manager of the Truth, and 


Inland president. 


which recently met with a commit- 
tee of the American Association of 
Advertising Agencies in New York. 
With nine publishers and 13 agency 
men present, consensus of the lat- 
ter was that information about in- 
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Launching the Queen Elizabeth on Sept. 27th. This great Trans- 


atlantic liner is designed further to increase trade and tourtsi 


traffic between the U.S.A. and Great Britain. 


Are you getting YOUR share of this 
huge, compact market? These 
questions and answers may help you 


Duestion: How does Great Britain rank 
as a market for .dmerican goods? 

Answer: kar above any other coun 
trv. In 192% the total value of U.S.A 
exports to the tnited Kingdom was 
¢21 millions; to the whole of lati 
America not inciudinyg the West 
Indies , 1% was 412 llions 
Onestion: Has Great Britain been tn 
po erished t tnlernational lrouble 
receni veda 

Answer lr the jast Six Vears | ny 
lar i's Ncomie fore ! nvest 
ments has niveadséd UV nea;&riy 
Phe per capita income ot her popula 
tier ncrevase fron Fahr2 I yly te 
F 
Yuestion: Wh iional advertising 
Caster an heaper i) I neia fhnan 
imerica 

Answe r: Be ause 47, - » op 
are concentrat in a countr S i 


than the State of Oregon 


Ww eek] \ 


reaches one tamily in 


ind be 


cause one single nagazine 


four 


Onestion: What 


the economicai a 


f advertising nationally in England 


Radio Times. Its 


vives if a 


Answer: Use the 
circulation of 

nat onal coverage at a cost of about 
$3, a page 

TT, lion is { tynigie tnserito tn the 
Radio Times ts G 


ampaign for a week 


this claim? 


comes of readers is the most impor- 
tant data which the newspapers 
can provide. 

The basic idea of the meetings, 
which will be continued here dur- 


Ad. / YY 2 


= FROM THE U.S. 


the 
Radio Times has the monopoly ot 


B.B.C. 


programs up to a week in advance.) 


yO% oF subseribers. (Reason 


the right to publish radio 


Question: Which English advertising 
. 


medium has the biggest circulation 


‘a4 
among families with over Ly a week? 
Answer: The Radio Times reader 
ship is weighted towards the wealthier 
end of the income scale. One third ot 
its readers belong to the wealthiest 
quarter of the population. Of its 
q, z readers, lt, ‘ are 
among these wealthier tamilies 


* . * 


lf vou are an American manufacturer 


1 13°17 
CHING In I ngiand and would like to 


have turther market tacts bearing 
on your particular problems, write to 
the Advertisement Director, British 
Broadeasting Publications, Broad 
Plac SC. 


House, Portland 


London. \W l 


casting 


. Ik nylana.,. 


The English weekly magazine with four times the 


coverage-density of Lite 


RADIO 


TIMES 


Guaranteed net weekly sales, 3,000,000 


Rate, $2.46 per line per million readers 


a program which will make news- 
paper advertising easier to use. 
Meanwhile, the agents themselves 
will attempt to formulate the basic 
points of this program, Mr. Just 
reported. 


Copy Is Paramount 


Mr. Breckenridge said two new 
promotion pieces will shortly be is- 
sued by the Bureau, one covering 
successful newspaper advertising 
campaigns, the other showing effec- 
tive use of small space. The surveys 
already made, he reported, show 
that too much importance has been 
attached to position, and that every 
advertisement which is skilfully 
prepared will attract high attention. 
The continued analysis of reader in- 
terest will result in vast improve- 
ment of both national and retail 
copy, he predicted. 

Demonstrations of facsimile and 
wired photos, a discussion of tele- 
vision and an address by Dr. Clar- 
ence A. Dykstra, president of the 
University of Wisconsin, were other 
features of the Inland convention. 

In addition to having radio 
facsimile equipment in operation at 
the convention, Harold C. Vance, of 
RCA Mfg. Company, Camden, N. J., 
told something of its brief history 
Since facsimile is now a year old 
and experiments seem to have in- 
dicated its place in the scheme of 
things, Mr. Vance believes that 
commercial licenses will shortly be 
issued, opening a new advertising 
medium. He attached particular 
importance to ultra high frequen- 
cies, on which sight and sound may 
be combined, offering still new pos- 
sibilities to advertisers. 

JS Gray, publisher of the News, 
Monroe, Mich., presented a report 
on radio relations in the absence of 
Frank D. Throop, publisher, Lincoln 
Star. He described initial television 
broadcasts at the New York fair, 
and said that newspapers should 
profit from the new realization of 
the importance of visual impres- 
sions. Television, he said, will give 
radio a new competitor in its own 
family. However, at least five years 
will elapse before the commercial 
potentialities of television become 
apparent. 

He said that Chairman McNinch, 
of the Federal Communications 
Commission, has denied that the 
FCC has any bias against granting 
radio licenses to newspapers except 
where they enjoy a monopoly. As 
a matter of fact, Mr. Gray said, 
the number of newspaper-owned 
radio stations has grown slightly 
during the past year. 


Plan Better Defense 


A resolution adopted by the as- 
sociation recited that the traditional 
desire of newspapers not to assume 
a self-interested position in legisla- 
tive matters has resulted in the 
passage of laws seriously injuring 
the press and its employes. The 
wage and hour act, “inexcusably 
lacking in protection of the interest 
of tens of thou- 
sands of worthy 
boy carriers,” 
Was given as an 
example. 

The association 
therefore re- 
solved, “That it 
hereby instructs 
its officials to 
take such rea- 
sonable and 
proper steps as 
may result in 
greater vigilance 
in such matters 
and in prompt representation of 
newspaper interests whenever so 
threatened,” but limited their activ- 
ity “to a vigilance for defense of 
newspaper services and of such in- 
stitutional well being of newspapers 
as is essential to such services.” 

The resolution was sent to all 
other newspaper organizations in 
the interest of more effective joint 
action. 
| Before adjourning, the associa- 
| tion paid a hearty tribute to John 
L. Meyer, its secretary-treasurer, 
| who was back on the job for the 
| convention after his recent illness 


John L. Meyer 


Tamesway Agency Started 

Jamesway, Inc., advertising 
agency, has been established in the 
| Park Square bldg., Boston. Roland 
| Mahoney is president. 


FACSIMILE ON PARADE 


E. C. Nash, assistant general manager, 

Capper Publications, Topeka, Kan., exam- 

ines facsimile receiver at Inland Daily 
Press convention. 


Modest Psyche 


Tires, Steps Out 
for White Rock 


(Continued from Page 1) 


to satisfy some purists whose pres- 
sure resulted in her withdrawal 
from White Rock advertising for 
several years. However, since 1936, 
Psyche has been back on the rock. 

But now, according to her own 
testimony appearing in full-page 
color copy in The New Yorker and 
Time, Psyche has waxed tired of 
the job that cramps her style. So 
she decided to do a little high flying 
(probably to see the World of To- 
morrow at the New York fair) and 
in the course of her travels she en- 
counters an unhappy mortal who is 
upset about the taste of his high- 
balls. 

Psyche solves the problem by 
substituting White Rock for “one 
of those carbonated local tap- 
waters.” In the final picture of a 
series of six, the maiden is back 
at her old job, asking for help in 
resuming her usual kneeling pose. 

Incidentally, despite the fact that 
she’s succumbed to twentieth cen- 
tury morality, Psyche shows her 
true colors by donning more clothes 
as soon as she lifts herself upright, 
thus reversing the familiar strip 
technique of other mythological 
creatures of the bubble era. 

Officials of Newell-Emmett Com- 
pany, agency for White Rock, ex- 
plained today that the change was 
made in order to pack more selling 
copy into the product’s advertising. 


Robb Starts Service 


Thomas Robb has opened a retail 
sales promotion service at 280 
Madison avenue, New York. The 
telephone number is Lexington 
2-4655. 


Plan Grocers Week 


National Association of Retail 
Grocers will sponsor National Re- 
tail Grocers Week Oct. 16-21. 


ATTENTION VALUE 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 
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Texas 


Newspaper Leaders of | 
Texas’ Four Largest Markets 


The Dallas Morning News ) 
on, 101,646 


The Houston 


(Evening) Chronicle 
100,188 


Fort Worth (Morning ) 


San Antonio 


(Evening News 
53,586 


o. 1 Newspaper 


(Furst in (rrculaton, 
Mowing or ~vening) 


Is Also The Newspaper 
of Texas’ 


No. 1 
MARKET 


Texas is a group of integrated markets—as nearly every 
sales executive knows. 


Each of these markets has its center of primary influence 
—major cities with metropolitan dailies circulating through- 
out the market areas. 


The Dallas market is the major market—first in popula- 
tion and wealth, best-developed, progressive and responsive. 


It’s natural that the No. 1 newspaper should serve the 
No. 1 market—and a favorable circumstance for advertisers 
—A top market plus a top medium. 


Advertising and sales plans in Texas begin in Dallas— 
with The Dallas Morning News. 


The Dallas primary market consists of the thirty- 
seven counties shown in black above—less than one-tenth 
of the state’s area but containing one-fourth of its popu- 
lation, wealth and buying-power. 


+ 
John B. Woodward, Inc. ’ h D [| Vi: F * wi s Texas’ Leading 
Representatives e c a S 0 r n n a e News paper 


SELL THE READERS OF THE NEWS AND YOU HAVE SOLD THE DALLAS MARKET 
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Marketers Stress 
Factual Approach 
to Research Problem 


(Continued from Page 1) 


less specific aspects of marketing. 
Among those heard were Lionel B. 
Moses, trade extension division of 
The American 
Weekly, and 
Oliver F. Benz, 
director of sales, 
E. I. du Pont de 
Nemours & Co. 
Others to ad- 
dress the con- 
vention today 
were Royal E. 
Davis, manager 
of the sales re- 
search depart- 
ment of the 
Goodyear Tire 
and Rubber 
Company, and C. S. Fletcher, sales 
manager of the Studebaker Cor- 
poration. A Saturday session was 
scheduled to include John S. Jones, 


Edgar Kobak 


director of sales research of the 


. . + and advertise your products in 
INSTITUTIONS Magazine. . . the ONE 
publication that offers all of the fol- 
lowing advantages. . . 


1. Complete, all-inclusive coverage. . . 
“ever 55,000 copies monthly. 
2. Read by the all-important RIGHT 


MEN ... the men with the POWER 
to PURCHASE. | 


3.A planned editorial policy that de- 
velops an intense reader interest. 


4.A sales producer . . . creates wide 
acceptance and prestige. 


5. Backed by a company with 50 years 
of publishing experience. 


of INSTITUTIONS Magazine 
uae on 1938 (Audited by ney ve 
GOED “a deadeddesccevites 8,60 
Hospitals and sanatoriums $1110 
Schools and colleges..... 3,206 
SOMOS os odescdeeisevedas 5,948 
Homes: schools for deaf, 
blind, asylums, etc..... 1,870 
Jails, houses of correction, 
penal institutions... ... 3,238 
Gov't. Inst’ns & CCC Camps 1,612 
Restaurants...........5- 12,227 
Building owners and 
managers... 2... 656. 3,074 
Real estate departments 
of insurance companies 78 
Steamship lines and dining 
car systems..........>+ 108 
Power and gas companies 290 
Outfitters or jobbers, and 
their salesmen........- 3,743 
Institutional departments 
of department stores... 132 
Architects specializing in 
institutions .........+-. 5e9 
Manufacturers and their 
salesmen and agents... 3,627 
Dilec. cs cccsesncsvcssess SD 
TOTAL 55,215 
Published Monthly 
A Domestic 
Engineering 
Publication 


Domestic Engineering Company 
Est. 1689 


Circulation of This issue 


OVERS 55,000 COPIES 


as ann weraie COME Manacement I Is ; 


Ralston-Purina uneen } or 2 
Kearney, of McKinsey, Wellington 
& Co., and Laurence H. Sloan, vice- 
president of Standard Statistics 
Company. 

Discussing technical and distribu- 
tion research, Mr. Kobak said that 
the former has placed itself on a 
sound foundation with industry in 
development of new products. 

“This research, slow in accept- 
ance by the man at the machine, is 
yet understandable to him because 
it deals with materials. Our dis- 
tribution research too often strikes 
him as being as incomprehensible 
as the realms of higher mathe- 
matics, because what we deal with 
strikes him as intangibles.” 

Large and expensive industrial 
equipment is guaranteed in advance 
to operate at a certain degree of 
efficiency, Mr. Kobak commented. 
It is tested by the purchaser before 
it is paid for. 

“Yet this same canny buyer of 
equipment will spend the cost of a 
turbine for one advertising cam- 
paign, and may not analyze the 
purchase carefully or ask for proof. 

“Your group must give him the 
same basis for checking and testing 
the value of his advertising, and in- 
sist that such checks be made. You 
must crusade for a greater and 
more _ intelligent application of 


7 
‘Editor 


for 


Indtitutions LOUPPING FURNISHING DECORATING MA 


methods if you are going to reduce 
sales costs.’ 

Research, Mr. Kobak declared, 
sometimes fails by being too critical 

about everything 
Fn se ae f except research. 
a. ie “Why all these 

Li ™ figures?’’ he 
asked. “I’m an 
' engineer and I 
» confess I hate 
— figures and I sel- 

dom find the 
business man 
who doesn’t. 
Why not just tell 
us about what 
you found out. 
Nobody reads the 
tables anyway. 

“I often wonder how you can be 
so scientific. Electrical engineering 
is pretty scientific, but when some- 
thing goes wrong on a transmission 
line, I'd bank on a good line fore- 
man to find the trouble.” 

Mr. Kobak concluded his com- 
ments by listing the four salient 
problems confronting researchers. 
First, the “private relations” job of 
selling and keeping sold the fact 
that research, sincerely done, shows 
dollars and cents profits. Second, 
the necessity of an intelligent, un- 
biased, accurate field job. Third, 
the need for unbiased clear-think- 
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Published Monthly 


Editorially, the purpose of INSTITUTIONS 
Magazine is to serve its readers . . . the more 
than 55,000 equipment-minded men in all classes 


of institutions. 


Each month, these readers are 


supplied with usable, authentic, practical solu- 


tions to their institutional problems. 


New and 


improved products are brought to their attention. 
And through these accounts of products and 
practices, they are constantly reminded of their 
need for maintaining the highest standards of 


efficient operation. 


An intense, appreciative reader interest is defi- 
nitely and positively assured through such high- 
calibre editorial content . . . easily evidenced by 
the huge number of inquiries and comments re- 
ceived by the Readers’ Service Department of 


INSTITUTIONS Magazine. 


Your advertising 


agency will be glad to explain, in detail, the im- 
portance of this planned editorial content. 
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ing analysis of returns and knowl- 
edge of how to apply the facts 
gleaned. Fourth, the ‘‘follow 
through” problem in applying the 
facts and in making them work for 
business. 


Defines Merchandising 


The address given the marketers 
by Mr. Moses faced with equal di- 
rectness a problem on which hun- 
dreds of thousands of dollars have 
been spent: “How to Merchandise 
an Advertising Campaign.” 

Mr. Moses tackled this problem 
first by coming up with a 20-word 
definition as to what merchandis- 
ing really means: “Specific steps 
taken to use an advertising cam- 
paign as a tool with which to 
stimulate dealer support for the 
product.” 

He said that too many cam- 
paigns are launched with all eyes 
on the consumer instead of the fel- 
low from whom the consumer buys. 
“Marketing and research data,” he 
commented, “play a major part in 
the planning of advertising cam- 
paigns, but unless my experience 
has led me astray, the wealth of in- 
formation developed is used almost 
exclusively in the preparation of a 
campaign designed to sell the 
product. 

“IT urge that much more of the 
same type of study is needed in 
order to design campaigns which 
will also sell the dealer. The in- 
ducement which advertisers gener- 
ally hold out to dealers is no in- 
ducement at all. 

“They tell the dealer that the 
campaign will sell a lot of the ad- 
vertised product and that he should 
buy more stock in order to ‘cash in 
on this opportunity for increased 
sales and profits.’ ”’ 

Other bids for dealer support on 
the ground that the campaign will 
build store traffic or sales in re- 
lated items must be backed up by 
factual data to accurately support 
these arguments, Mr. Moses de- 
clared. Among all these major ele- 
ments in the successful merchandis- 
ing of a campaign, Mr. Moses placed 
“insulation” foremost. He explained 
this as the element which will carry 
the enthusiasm for the campaign 
from the company president through 
his sales executives, district man- 
agers all the way to the retail sales- 
man without loss of too much 
“heat.” 

This retail salesman, Mr. Moses 
stressed, “must be able to convince 
the dealer that the purpose of the 
campaign is to put more money into 
his till, not just to coax money out. 
Then the retailer will ‘move the 
product toward customers when the 
advertising moves customers toward 
the product,’ and that as we know 
is the ultimate aim of all merchan- 
dising effort.” 


Tells Airfoam Story 


The story of Goodyear’s develop- 
ment and marketing of Airfoam, 
given the convention by Mr. Davis, 
was a case history on one of the 
most recent of new product cam- 
paigns. Advertised introduction of 
this product last fall, Mr. Davis 
said, had been preceeded by com- 
prehensive research, testing and a 
careful estimate as to future mar- 
ket potentialities. Early tests re- 
vealed Airfoam’s quality when used 
in various phases of the transpor- 
tation industry. 

The potential market was esti- 
mated by the company to include a 
$39,000,000 annual sale to the motor 


car industry; $48,000,000 sale in 
mattresses; $20,000,000 in furniture, 
and $18,000,000 in such products as 
| office seat cushions, theater, rail- 
| road, bus, airplane and seats. 

“Here was a total potential mar- 


} 


ket of $125,000,000 per year; to at- 
tain only one-third or one-quarter 
of which would be a most desirable 
volume. 

“Last November, after the insta]- 
lation of new equipment to in- 
crease our production, we published 
our first advertisements.” Response 
following the copy’s appearance in 
The Saturday Evening Post and in 
Collier’s was enormous, according to 
Mr. Davis, and in addition to the 
great number of orders received, 
the copy produced inquiries which 
opened the company’s eyes to a 
variety of new uses for the product. 


Marketers Stage 
Own Version of 
Canada Dry Show 


Chicago, May 19.—The popularity 
achieved by Canada Dry with its 
“Information Please” program 
prompted the American Marketing 
Association to stage a show of its 
own on this order as a feature of 
its convention here today. 

Questions, as might be expected, 
dealt with identification of slogans, 
radio performers and copy of well- 
known advertisers; and while they 
are questions that a learned mar- 
keter should be able to answer in 
his sleep, they served to cross up 
several of the experts. 

Participants in the show were 
Theodore N. Beckman, professor of 
marketing at Ohio State University; 
Philip Salisbury of Sales Manage- 
ment; Charles A. Wolcott, vice-pres- 
ident of Daniel Starch Organization, 
and Elon G. Borton, of LaSalle 
Extension University. Bob Brown, 
NBC announcer, posed the questions 
from a script written by S. Teitel- 
man of Armour & Co. 

Cash prizes, it was sadly reported, 
were omitted. 


Waterman Names Reach 

L. E. Waterman Company, New- 
ark, N. J., fountain pen manufac- 
turer, has appointed Charles Dallas 
Reach Company, Newark, to handle 
its account. 


Comic Section Moves 

Comic Section Advertising Cor- 
poration, New York, has moved to 
305 E. 46th street. 
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COMPANION 
BATTERY PORTABLE 


Priced! 


* No external wires .. 
anywhere! 


* Ideal for beach-parties, vaca- 
tionists, boating, fishing, trav- 
eling or home use! 


. Beautiful 
case! 
* Compact .. . light in weight! 
* Unbeatable summer appeal! 
PHONE - WRITE - WIRE 


Amazingly Low 


. plays 


waterproof luggage 


D. A. PACHTER CO. 
483-D Merchandise Mart. 
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Gas Price Battle 
Spurs Advertising 
Appeal to Public 


Form Neighbors, Inc., 
to Pay for Initial News- 


paper Copy 


Oklahoma City, May 18.—An en- 
terprising group of local gasoline 
station operators have turned to 
advertising here in launching a 
campaign which may bring forth an 
answer to this and other cities har- 
assed by “price cutting’ wars 
among gasoline retailers. 

Originators of the plan formed 
“Neighbors, Inc.,” and contributed 
sufficient funds for initial newspa- 
per copy. Appearance of this copy 
helped bring in more members and 
to enlarge the campaign. 

Copy makes its bid against price 
cutting chiefly on a “fair play” 
basis. A typical insertion showed a 
baby’s picture with the sympathy 
compelling headline, “‘Daddy’s Out 
of Work.” Low gasoline prices, it 


was explained, had taken away | 


“daddy’s” job. “Daddy,” of course, 
is a worker in a filling station. 

Another insertion lets the worker 
speak for himself with an illustra- 
tion and caption, ‘““My Job’s Gone!” 
Copy briefly told why price cut- 
ting, taken up by one operator and 
forced upon the others, “is making 
it plenty tough on a lot of folks 
these days.” Readers were asked, 
“Let’s be REAL neighbors and pay 
a fair price for our gasoline as well 
as everything else we buy.” 


Color Copy Used 


Both of these insertions were in 
color, running 75 inches in the 
Daily Oklahoman and in the Okla- 
homa City Times. Similar inser- 
tions in black and white were used 
in several other daily and weekly 
papers circulated in the city. Re- 
sponse to this copy, according to 
P. K. Williams, secretary of the 


group, was immediate and “over- 
whelming.” More than 100 filling | 
station operators attended a mass 
meeting at which details of the plan | 
were outlined. 

Radio advertising is also being | 
used. This and the newspaper 
copy is being tied up with point- 
of-sale material—posters and but- 
tons—identifying employes of co- 
operating stations. A total of 46 sta- 
tions have joined in the drive to | 


SYMPATHETIC APPEAL 
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This copy, sponsored by Oklahoma City 
gas station operators, stresses fair play 
in its fight against price cutting. 


date, with each displaying a 
“Pledge to the Public” which prom- 
ises courteous, efficient, friendly 
service, honest advertising, no dis- 
counts from posted prices, honest 
measure and undiluted gasoline. 
There is no price agreement 


The Trend Continues 
Upward in Detroit. . 


frocks 


AUTOMOBILE PRODUCTION 
(U. S. and Canada) 
First 3 Months 
1938 and 1939 


Passenger 
Cars and 
Trucks 


NEW SINGLE RESIDENCES 
(Detroit City Limits) 
(First 3 Months) 
1938 and 1939 


Ist 
Quarter 


1939 


$9,330,111 


Neu York: I. A. KLEIN, lnc. 


Advertisers Can Adequately Cover This Big, Active 
Market With the Detroit News Alone! 


With automobile production for the first 
quarter of 1939 showing an increase of 
more than 50% over the same period of 
1938—and maintaining the pace through 
April; with home building almost trebling 
the 1938 first quarter figures in dollar 
volume — and showing a 126‘( increase 
for April, there can be no doubt about 
there being tremendous activity im these 
major industries in Detroit. 


greatly 


opportunity of 
vertising cost. 


Nor, can 


THE HOME NEWSPAPER 


The News offers advertisers the unique 
rich, active, market at a single, low ad- 


reaches 632% of ALL Detroit homes 
taking any weekday newspaper regularly. 


The Detroit News 


there be any doubt that such activity has 
increased employment, 
and buying power in the Detroit Market! 


payrolls 


adequately covering this 


For The News, alone, 


Chicago: J. E. LUTZ 


among members of “Neighbors, 
Inc.,” inasmuch as this would vio- 
late anti-trust laws. It is planned 
to have each operator raise his price 
to a fair figure when public support 
permits. 

Color copy in newspapers, and 
radio advertising will be continued, 
it was announced, with the actual 
test, of course, coming when prices 
do go up. Ray K. Glenn-Advertis- 
ing is handling the account. 


Display Linage in 
Newspapers Gains 
1.7% April 


New York, May 17.— April dis- 
play advertising in newspapers of 
the 52 cities measured by Media 
Records, Inc., continued the gains 
shown in March, according to fig- 
ures released today, with 1939 vol- 
ume aggregating 1.2 per cent more 
than in April, 1938. A 4.9 per cent 
gain in March was the first re- 
corded in 18 months. 

Total newspaper advertising in 
the 52 cities covered by the report 
was 1.1 per cent more than in April 
last year, although the total for the 
first four months of the year is 0.2 
per cent below comparable 1938 
volume. 

Automotive and financial linage 
scored the most notable gains in 
April. Automotive linage increased 
39.3 per cent over the 1938 total, 
while financial linage increased 44.3 
per cent. 

Retail Linage Down 

All classifications showed gains 
for the month with the exception of 
retail and department store linage. 
Retail linage declined 2.3 per cent; 
department store, 1.4 per cent. 

Linage in the general classifica- 
tion gained 0.9 per cent, while 
classified linage increased 0.8 per 
cent. 

In the four-month figures, auto- 
motive and financial classifications 
again led the rest in gains over 1938 
volume. Automotive linage was up 
18.6 per cent, despite a decline 
registered for March. Financial 
linage increased 4.4 per cent over 
1938 volume. 

Retail linage showed a gain of 0.9 
per cent and department store lint 
age increased 1.2 per cent. Total 
display was up 0.6 per cent. Gen- 
eral linage, however, showed a de- 
cline of 5 per cent in comparison 
with 1938; classified linage was off 
3.1 per cent and total advertising, 
0.2 per cent. 


McCann-Erickson Gets 
Two Export Accounts 


McCann - Erickson Corporation, 
export division of McCann-Erick- 
son, Inc., has been appointed by 
Axton-Fisher Tobacco Company, 
Louisville, Ky. to handle the adver- 
tising of Roy cigarettes in Cuba. 
Roy is a cigarette especially made 
for export markets and is now dis- 
tributed in Scandinavian countries. 
Three-minute talking motion pic- 


tures in leading Havana theaters 
will be the initial medium em- 
ployed, with girls’ distributing 


samples at the theater exits. 

The Rio de Janeiro office of Mc- 
Cann has acquired the account of 
Byington & Co., and will guide the 
promotion of P. E. B. electric irons 
and Yorkaire air-conditioning units 
for which Byington is the Brazilian 
distributor. 


Iola Named By Two 


Seal Sac, Inc., New York, manu- 
facturer of bowl covers, food bags, 
shower and window curtains, has 
appointed B. D. Iola Company, New 
York, to handle its account. A cam- 
paign using national magazines, 
business papers and dealer material 
is being planned. Micro-Lite Com- 
pany, New York, manufacturer of 
pocket flashlights, has also named 
the agency for a magazine and 
business papers campaign. Murray 
Hirsch is account executive for both 
clients. 


Rejoins Conde Nast 


C. E. Harbison has returned to 
Conde Nast Publications, New 
York, as manager of the kennel de- 
partments of House & Garden and 
Vogue, after an absence of 14 
months. Since February, 1938, he 
has been manager of International 


Kennel Club of Chicago. 


Movie Men Deny | 
Charge That Their 
Copy Is Outmoded 


Assert Other Adver- 
tisers Ape Hollywood 
Promotion Methods 


New York, May 16.—A charge 
that motion picture advertising 
copy is 25 years behind the times, 
recently made by Dr. Jacob List, 
consulting psychiatrist for the Na- 
tional Broadcasting Company, this 
week drew indignant denials from 
industry spokesmen. 

Debating the subject with the 
psychologist before the Association 
of Motion Picture Advertisers, 
Harry Goldberg, advertising direc- 
tor for Warner Brothers theaters, 
declared that  well-filled movie 
houses and the fact that other busi- 
nesses are aping motion picture ex- 
ploitation methods is ample evi- 
dence that Hollywood’s promotion 
men are earning their keep. 


Criticizes Quiz Copy 


He countered Dr. List’s claim that 
radio is doing a superior self-selling 
job by pointing out that the broad- 
cast industry can revamp its shows 
and advertising from day to day 
with increased effectiveness, while 
motion picture companies face a 
problem encountered by no other 
advertiser. Each new show means 
a completely new selling job, Mr. 
Goldberg pointed out. “Other mer- 
chandisers have a chance to bind 
an audience to them. We build an 
audience, it melts away, and we 
have to build it again for a new 
picture.” 

In maintaining his criticism of 
motion picture promotion, Dr. List 
observed that the same words and 
the same type of illustrations used 
in 1915 can be found in today’s 
copy. The greatest institutional 
campaign ever used by pictures, 
that employed for the movie quiz 
contest, he asserted, ‘could not rise 
above banal cliches to get a heart 
throb into its message.” 


Supports Goldberg’s Viewpoint 

Howard Dietz, advertising man- 
ager, Metro-Goldwyn-Mayer Pic- 
tures Corporation, supported Mr. 
Goldberg’s point of view. He re- 
minded Dr. List that the movie 
quiz copy was prepared by six of 
the biggest advertising agencies in 
the country, who also handle radio 
accounts. 

During the last ten years, the 
period of radio’s greatest growth, 
Mr. Dietz noted, movie audiences 
have doubled, in spite of the fact 
that radio gives free entertainment. 
Week-end audiences have grown 
and film grosses have risen. Peo- 
ple do not stay home to listen to 
the radio, he declared, but listen 
to the radio because they stay 
home. 
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G ad KH MIO nition comes only to those who go far beyond ordinary objectives. * * * In addition to makin 
) - ; y 00) 8 
the finest printing plates, C-M-H seeks always, through its own advertising, ‘to stimulate and encourage... to raise the 


standards . . . of the graphic arts.” * * * Such a philosophy, uncommon to our contemporaries, is obviously wholesome when 


it comes to doing a good job of photo-engraving —an excellent reason why our list of exacting customers is growing rapidly. 


‘OLLINS, MILLER & HUTCHINGS, INC. * PHOTO-ENGRAVERS * 207 NORTH MICHIGAN AVENUE, CHICAGO * PHONE FRANKLIN 5854 
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Selling Wall Street to the Public 


Wall street is getting advertising- | tion of individual holdings. 


minded. Not only are individual 
financial houses stepping out with 
more interesting copy regarding 
their services, but there is a good 
chance that some of the big mar- 
kets, notably the New York Stock 
Exchange, may undertake an ad- 
vertising campaign designed to cre- 
ate a better understanding of the 
function of the financial machinery 
and the service which it renders to 
the individual investor as well as 
the national economy as a whole. 

Wall street, meaning the financial 
world in general, has been kicked 
around by politicians so long that it 
is regarded by the man in the street 
as pretty much of an ogre. It must 
be admitted that there have been 
plenty of abuses, but fortunately 
under present conditions the ex- 
changes are operated primarily in 
the public interest. Willing coop- 
eration with the SEC has resulted 
in the elimination of practices 
which put the individual investor at 

disadvantage and gave color to 
charges of manipulation and con- 
trol by insiders. 

What and how should Wall street, 
or specifically the New York Stock 
Exchange, advertise? First of all, 
its function in maintaining an open 
market for securities, thus facilitat- 
ing the financing of industry and 
providing easy and orderly liquida- 


This is 
a primary and indispensable serv- 
ice. The country could not get 


along without the stock marke 
more 


t, any 
than it could function with- 
out the grain markets. The Chi- 
cago Board of Trade, accused along 
with the stock exchange of being 
merely a plaything of gamblers and 
speculators, has a story of public 
service which it has considered tell- 
ing, and which should be told. 

Financial opinion leans strongly 
to the idea that the campaign in 
behalf of the Stock Exchange 
should be a broad-gauged effort ad- 
dressed to the general public. That 
would include legislators and other 
governmental officials who deter- 
mine regulation of the security mar- 
kets both as to law and adminis- 
trative policies. Naturally they re- 
spond to public sentiment just as 
they help to make it. 

It has been suggested that the 
companies whose securities are 
listed on the exchanges should help 
pay for the advertising, since it is 
their market which is to be adver- 
tised. There is something to be 
said in favor of this plan, though 
it might prove difficult to get 
unanimous agreement as to the ex- 
tent of their contributions. The im- 
portant thing now is to get the story 
of Wall street before the people. 


Promoting Tax Revision 


Sentiment in Congress seems 
definitely in favor of tax revision 
as a means of eliminating deter- 
rents to business recovery. The 
Treasury department is likewise 
favorable. Unbiased recommenda- 
tions of authoritative economists 
have coincided as to the desirability 
of changes in the tax laws and of 
immediate enactment of legislation 
as a means of encouraging business. 
The President is reported to be un- 
enthusiastic, but the legislation can 


and should be enacted at this ses- 
sion 

The public is familiar with the 
changes that have been recom- 
mended, including the elimination 
of the capital stock and excess 
profits tax, the elimination of capi- 
tal gains and losses in calculating 
the tax, and provision for deducting 
losses from income during a period 


of two years. It has likewise been 


urged that the social security taxes 


be reduced by putting the system 
on a pay-as-you-go basis, with in- 
creases provided only as _ benefit 


payments necessitate. This would 
make it unnecessary to build a huge 
reserve by withdrawing from busi- 
the payroll taxes 
contemplated in the original plan. 
Congress is inclining a sympathe- 
tic ear 


ness use larger 


to business, and is anxious | 
to ameliorate inequalities in the tax 
situation. 


Consequently, instead of 


worrying too much about the Euro- 
| pean situation—regarding which 
| very little can be done by anyone 
on this side of the ocean—business 


men in the United States might well 
concentrate for the 
ing Congress 


present on giv- 


support of tax revision 
at this 


enthusiastic 
| to assure its accomplishment 


session 


sufficient evidence of | 


AFTER ALL, THINK OF HIS READERS. 


"Don't mind me. 


Motor. 


I'm just getting pictures for a be ecacenanai article." 


Ad- li 


Machinery Talks 

The Machinery and Allied Prod- 
ucts Institute, Chicago, has issued a 
pamphlet, “Machinery and_ the 


MOTHERS LOOK a 
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DREADFUL CASUALIT Y! 
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SUBURB OF NEW YORK !! 


oy Wu Bem ‘ ae ae enter ep pram Eee 
Y PEOPLE n the Mayesty of your Strength and forbid THIS 


OUTRAGE! 


American Standard of Living,” 
which strikes us as pretty effective 
public relations material. It tells an 
effective and interesting story of the 
development of machinery, its place 
and function in American life, and 
its contributions to civilization. And 
it tells its story so that it is not 
a text-book nor yet a sermon, but 
rather an exciting and very read- 
able tale. Numerous pictorial 
charts and illustrations dot the vol- 
ume, one of them being the repro- 
duction of a handbill distributed in 
Philadelphia in 1832 which is re- 
produced here. As you can see, it 
warns the good citizens of Phila- 
delphia against the pernicious ma- 
chinations of The Camden and 
Amboy, who “with the assistance of 
other companies without a charter 

. are laying a locomotive railroad 
through your beautiful streets, to 
the ruin of your trade, annihilation 
of your rights, and regardless of 
your prosperity and comfort. Will 
you permit this? or do you con- 
sent to be a suburb of New York!!” 


How Times Change 

Perhaps the best indication of 
the changing times in banking is the 
form letter Manufacturers Trust 
Company, New York, is sending to 
its Special Checking Account cus- 
tomers. These are small depositors 
who want a checking account and 
are not required to maintain a 
minimum balance, paying for the 
service through a _ small service 
charge on each check drawn. 

In an attempt to build up the 
service, Manufacturers Trust is of- 
| fering to give present customers a 
| book of 10 checks on which no 
service charge will be collected, or 
to credit their accounts with $1 for 
each new customer introduced. This 
really doesn’t sound so startling, 
until you remember that it’s a bank 
that’s doing it 
| And that leads us into 
sion of what one newspaper called 
“more colorful advertising by mem- 
firms of the New York Stock 
Exchange” since the exchange lib- 
eralized its rules governing adver- 
tising The “more colorful” copy 
| we saw was just about as much like 


a discus- 


ber 


bbing 


what we’re accustomed to consider 
colorful advertising as a wedding 
invitation is like a circus poster, 
but it did have an illustration of a 
building in it, done in the most dig- 
nified and restrained pen and ink 
style imaginable, and that is prog- 
ress for stock exchange advertising. 
It may even be that within the pre- 
dictable future some venturesome 
spirit will include a line drawing of 
the face of a new partner in an ad- 
vertisement announcing his connec- 
tion with the firm. 


Uncle Sam, Advertiser 

We've often wondered what those 
people we used to call brain trust- 
ers ’way back in 1933 and 1934 
think of the advertising the Treas- 
ury Department is doing for its 
baby bonds. It’s not only exten- 
sive, but persistent, and we rather 
think, effective. The latest batch 
of mail which our postman brought 
us from Secretary Morgenthau in- 
cluded a black and yellow 12-page 
brochure’ giving “The Graphic 
Story of United States Savings 
Bonds,” and it’s a good job. No 
doubt you've seen it, since appar- 
ently every one with a mailbox gets 
the Treasury’s advertising, so we 
won’t bother describing it. But we 
still wonder what the brain trust- 
ers think of Uncle Sam as an ad- 
vertiser. 


Jottings 

The swatch pasted on a newspa- 
per advertisement is back with us 
again, after hibernating for a couple 
of years. This time it’s Klein 
Klothing Kompany sampling men’s 
suits via a full page in the Wash- 
ington, Ia., Evening Journal. 

Is it true that the new Ren vault 
wine program over WFIL, Philadel- 
phia, actually carries no commer- 
cials? So says Harry Feigenbaum 
Agency, which handles the pro- 
gram, explaining that the commer- 
cial-less test is being made to build 
up the artists so the sponsor can 
cash in on their popularity later... . 

Chicle Ad Distributing Corpora- 
tion, Toledo, is a new entrant in 
the novelty advertising field with 
a book-match type of package 
which contains four sticks of chew- 


ing gum.... 
Ben Dahlke, of Dahlke Station- 
ery and Mfg. Company, Buffalo, 


says that an envelope he has de- 
veloped which says, “Fastest Dis- 
patch — via air mail or train— 
whichever is quickest” outpulls the 
conventional airmail envelope in 
popularity. . . 

“Thirsty days hath September, 
April, June and November—all the 
rest are thirsty, too,” says current 
Griesedick Bros. beer copy. . . 

One of the latest gadgets being 
upplied dealers who handle West- 
inghouse electric water heaters is a 
|four-page folder which has a glass 
water thermometer in it, plus a quiz 
game of 50 questions on “How Hot 
i\Is Hot?” The quiz contains ques- 
tions dealing with household tem- 
| peratures of water for various uses, 
land the folder is designed as a give- 
| away to prospects 


— 


Information 
| for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1497. Domestic Oil and Gas 
Burner Installations in New 
York City. 

The News, New York, has issued 
this study of domestic installations 
of oil and gas burners in New York 
City during the two-month period 
from Oct. 17 to Dec. 17, 1938. 
Percentage distribution by family 
expenditure group and installations 
by make and by borough are tabu- 
lated. A map provides figures on 
population, number of families, dis- 
tribution of burner installations and 
circulation of the paper by expen- 
diture districts. 


No. 1498. A Consumer Brand Pref- 
erence Survey. 

This analysis, compiled by the II- 
linois State Journal, covers present 
usage and brand preference on 
cereals, bleaches, soaps, water soft- 
eners, scouring powders and fabric 
dyes among city, small town and 
farm families in the Springfield 
market area. In many instances, 
the study shows, buying preferences 
of families in the small towns and 
on the farms are identical with 
those of the city area. 


No. 1496. Standard Market Data 
and New Information About St. 
Louis. 

The St. Louis Post-Dispatch has 
issued this 19th annual market data 
file which contains concise informa- 
tion on the Greater St. Louis area, 
with the relative rank of its news- 
papers in circulation and advertis- 
ing. The material is presented in 
convenient form, with pages tabbed 
for easy reference to the various 
sections. 


No. 1491. Household Appliances. 

Findings of a survey on appliance 
merchandising, made by a leading 
appliance business paper, have been 
issued in booklet form by McCall’s 
Magazine. Replies from home serv- 
ice directors of utilities, distributors 
and retailers show the relative im- 
portance of men and women as 
prospects for household appliances 
and the reasons. Graphs indicate 
consumer magazines voted best in 
educating readers to the advantages 
of owning modern appliances. 


No. 1495. Monthly Rental Map of 
Allegheny County. 

This map, issued by Pittsburgh 
Press, subdivides cities, boroughs 
and townships into census tracts, 
with population, number of dwell- 
ing units or families, average rental 
value and rank of each tract tabu- 
lated. Printed in four tones of red, 
the map indicates high and low 
class areas in the county. 


No. 1493. Men, Methods and Ma- 
chinery. 

Seven broadsides of a series have 
been condensed in this handsome 
32-page brochure to tell the com- 
plete story of the Oklahoma Pub- 
lishing Company. Profusely illus- 
trated, the book describes the 
growth and expansion of the com- 
pany and its part in the develop- 
ment of Oklahoma City, and the 
directorate and managers who C0- 
ordinate the company’s men, meth- 
ods and machinery. 


No. 1477. Standard Market 
for Dallas, Texas. 

This study, issued by The Dallas 
Morning News, offers detailed mar- 
ket information covering population, 
standard of living, industries, whole- 
sale and retail trade outlets, with 
maps of the Dallas retail trade are@. 
Facts about the paper’s editorial 
| set- -up, merchandising service, cit 

culation, linage and other details 
are included. 
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The Biggest Advertising Dollar's 
orth in the National Market! 


Full family readership in a market which 
offers enormous sales opportunity through... 
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HOME-DELIVERED 


CIRCULATION 
of Any Magazine 


— - Se ee 


In America 


OVER 


2,400,000 


NET PAID 


—at a page cost of only 
$1.55 per thousand* 


*The special interim rate of $3750 a page 
for the combined issues of “Farm Journal 
and Farmer's Wife” is available only through Graham Pastetean, Publcher 
1939. Itis your outstanding advertising ‘buy.’ Washington Square, Philadelphia 


“THE LARGEST RURAL MAGAZINE IN HISTORY” 
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NEW RESTRAINT INDICATED IN CAMAY SOAP COPY 


our customers, the better to know 


MacLeish explained that promo- 


— ~"r . . | public constituting its clientele, Mr. 
News Held Chief — 


Function of Retail — 
Advertising Copy 


MacLeish Offers a 
Seven-Point Merchan- 


dising Code 


Chicago, May 16.—‘Advertising’s 
function is to inform—to spread the 
news. If the news isn’t timely or 
important, it isn’t news and money 
is wasted.” 

This summary of the function of 
department store advertising was 
presented before a luncheon meet- 
ing of the Hearst Chicago adver- 
tising organization here yesterday 
by Bruce MacLeish, vice-president 
and secretary of Carson Pirie 
Scott & Co., department store. A 
visitor at the meeting was John R. 
Buckley, vice-president and busi- | 
iness manager of Cosmopolitan. 

While emphasizing the impor- 


tance of advertising which trans- | 
lates the personality of the store 
to the 


particular segment of the| 


tion is only one of many phases of 
department store operation, and 
that complete and unerring co- 
ordination of all of these varying 


| factors is essential if the advertis- 
|ing is to bear fruit. 


Influence of Advertising 


Mr. MacLeish provided many 
figures to indicate that department 
stores are making an_ intensive 
study of their customers. He said 
that the average woman reads re- 
tail advertisements at least half of 
the time, that when she plans to 
shop the chances are seven out of 
ten that she will first read the ad- 
vertisements, and that she is moved 
to go shopping two times out of 


three because of an advertisement | 


she has read. 
He ranked display, which often 
does a good job of “suggestive sell- 


ing,” and alert and courteous as-| 


sistance by salesmen, as_ other 
salient factors in retail operations. 
Mr. MacLeish epitomized his 
view of department store selling as 
follows: 
1. To sell more 


goods in such 


a way as to keep on selling more | 


goods, which can only be done 
when a constant flow of good goods 
is provided for sale. 


2. To get better acquainted with 


ourselves. 

3. To look upon advertising as 
a necessary food element in the 
store diet—not a sure cure for mis- 
takes. 

4. To tie up all advertising and 
sales promotion in one institutional 
package. 

5. To leave construction of the 
vehicle for store news and the 
selection of the road it shall travel 
to the best judgment of those 
charged with that duty. 

6. To make display the greatest 
exponent of suggestive selling. 

7. To take our salespeople into 
our confidence so that they may 
share our enthusiasm about what 
we have to sell. 

The fourth point 
erally misunderstood, he declared. 

“Advertising must constantly pre- 
sent the wares of the store,” he 
said, “in terms consistent with the 
character and personality of the 
store. Perhaps we too often over- 
look the tremendous value of 
store character and personality in 
strengthening the department 
| store’s competitive position today. 
| Is there not an expanding ratio be- 
| tween institutional loyalty and 
{actual sales? Is there any influ- 

ence as potent to produce repeat 
business as well nourished good 
| will?” 


SAYS “OHIO” 


Their Gas and Oil are Bought in New England 


There is nothing surprising in this situation. | 
Gas and oil are bought where a car is opera- 
ted—not where it is registered. And because | 
New England is within easy motoring distance | 
of 72° of the country’s population, some | 
3,000,000 visit it during summer months. They | 
spend over $500,000,000 in New England for 
recreational needs. 


summer. 


Naturally most of these people have a radio. 


The New 
Fair 1939 expects close 
to 17,000,000 visitors. 
| Many thousands of 
them will visit WTIC's 
New England this 


York World's 


ONYWF 1939 


is most gen-| 


“Our Southern men think lovely skin most important!’ 
says this charming Kentucky Bride 


vvers day, Of all 


Te help keep the charm of lovely skte 
thousends of girts say, “Commyt” 


W 10 cow id Unagine «tree Southere beeany 


Somes 


Souter givts are supposed te bare 
lowedy chides anud lets of us were bore 
that way. Bat { beou how muh prep | 
«0 cleansing belpe, tun! Sot ae Camay 


rind, Cameny sects tent for my shia! 
eet) Sane M. Bocenonrr 
oe (Mrs, Bret Bec hbors 


the wae ve ever 


fal aff over, why showkda's ber aca amd buck 
be «: soft and semaock: as ber cheek? te 


» 


Make your both 


art net thick of a wrely shim? Aad who 

cows! imagine wath s gurl who ded grve char 
lowely skin the bet of care? 

Carwaaly oot Mes Bockhorst! foe this wise 


take Chances wkd ory complenion.” she segs. 
“Why showkd 1. when Camey is sock on eay 
ard to towely shan’ 

Se take her tip See how Camay's thorougt: 


ee re oe 


m Latest magazine copy for Camay soap is conspicuous by the absence of the 

Mi representations to which the Federal Trade Commission recently objected. Claims 

THE LICENSE PLATE er are general and statements that might be construed as comparisons with other 
= soaps are eliminated. 


Soap Advertisers 
Temper Copy on 
Request of FTC 


Washington, D. C., May 17.—The 
Federal Trade Commission an- 
nounced this week that Procter & 
Gamble Company had entered into 
a stipulation to discontinue use of 
certain advertising claims made for 
its Camay soap. 

General Foods Corporation also 
entered a stipulation on copy claims 
for its La France laundering prod- 
uct. 

The FTC said that Procter & 
Gamble had agreed to discontinue 
advertising that the use of Camay 
will keep the skin young; that no 
other soap can compare with 
Camay for cleansing the skin, or 
that Camay “reaches down to the 
pores.” 

P&G does not abandon its right 
to claim that Camay may be used 
safely upon sensitive skins gener- 
ally, although it has agreed to cease 
representing that Camay “can’t irri- 
tate the most sensitive skin,” or to 
use any other claim which may 
imply that the product is non- 
allergic. 

General Foods has agreed to cease 
representing that La France con- 
tains or constitutes a _ cleansing 
agent superior to or different from 
pure soap, and that if one uses La 


| France, clothes will not require any 


scrubbing or rubbing. 


Martin Opens Office 


Robert E. Martin, a past presi- 
dent of the Atlanta Advertising 
Club, has opened an office in the 
Volunteer bldg., Atlanta, specializ- 
ing in radio advertising. 


Fruehauf Promotes Wise 
W. D. Wise has been appointed 
dvertising manager of Fruehauf 
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New Dennison Edition 

Dennison Mfg. Company, Fram- 
ingham, Mass., has issued a new 
edition of its booklet, “How to Put 
the Win in Windows.” 


Holcomb with “Sun” 


Jack Holcomb has been appointed 
business and national advertising | 7 
manager of the Morning Sun, Wat- 
sonville, Calif. 
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ADVERTISING AGE 


Johns-Manville 
Aids Dealers with 
Trademark Copy 


Holds Directory _List- 
ings Valuable Adjunct 
to National Program 


New York, May 17.—The impor- 
tant role that trademark merchan- 
dising plays in the national adver- 
tising program of Johns-Manville 
Corporation was analyzed here to- 
day for ADVERTISING AGE by Reg- 
inald Johnson, assistant advertising 
manager, in describing the com- 
pany’s use of dealer identification 
copy in classified telephone direc- 
tories throughout the country. 

Johns-Manville, Mr. Johnson 
pointed out, has over 9,000 dealers, 
and in order to render its message 
more effective at the point of the 
customer’s last contact with J-M’s 
sales outlets, it urges as many deal- 
ers as possible to participate in a 
cooperative trademark advertising 
plan. 

The identification service offered 
by American Telephone & Tele- 
graph Company, which permits the 
printing of the advertiser’s trade- 
mark alongside a few words of text 
and the listing immediately below 
of local dealers or representatives, 
is paid for on a 50-50 basis. When 
more than one dealer in a town 
carries J-M products, the company 
still bears half the cost, with the 
retailers splitting the other 50 per 
cent among them. 


Trace Sales Results 


Johns-Manville uses the identifi- 
cation service in between 150 and 
200 city directories on several of its 
products, such as home insulation, 
industrial roofing, asphalt flooring 
and, in a limited way, on acousti- 
cal materials. That many sales of 
J-M products are traceable to these 
directory listings is evidenced by 
direct reports of dealers to the com- 
pany and by the fact that every 
year about 70 per cent of them re- 
new the arrangement. 

Johns-Manville’s philosophy back 
of its trademark merchandising is 
based on the consideration that 


many a sale which has been spurred | 


on by an extensive national con- 
sumer campaign may be lost en- 
tirely because the prospect has dif- 
ficulty in finding a place to pur- 
chase the product advertised, or he 
may go to a competitor who is more 
readily accessible. By easing the 
path of the consumer in making a 
purchase, Mr. Johnson said, trade- 
mark listings increase the efficiency 
of national promotion. 

Although Johns-Manville does 
not make a point of tying-up its 
listings with publication copy, the 
company’s advertisements fre- 
quently carry a line advising pros- 
pects to consult a local classified 
directory to find the name of the 
dealer handling J-M products. It 


, 


OMAHA— 


2nd Largest Livestock Market 
in the World 


Producers are paid $400,000.00 
daily on the Omaha livestock mar- 
ket the second largest livestock 
market in the world. 


... just another big income factor 
that adds to the attractiveness of 
the great Nebraska—Southwestern 


lowa market, covered intensively 
dy the 


SS ie | 


World-Herald 


Ne? onal Representatives: O'Mere & Ormsbee. inc. 


is felt that customers appreciate the 
convenience thus offered them in 
helping them find where the prod- 
uct is sold. 


Aid for the Dealer 


In the few lines of copy per- 
mitted in trademark advertising, 
J-M does not attempt to do any 
selling. The presumption is that if 
the customer gets as far as the 
directory, he is already sold. A 
typical advertisement reads: 
“Johns-Manville Rock Wool Home 
Insulation—Keeps rooms up to 15 
degrees cooler in summer, warmer 
in winter; saves up to 30 per cent 
in fuel. ‘Blown’ into existing build- 
ings by J-M Approved Contrac- 
tors.” 

The company feels that the 
dealer benefits even more than the 


manufacturer in having his name | this form of advertising is consid-| Stgte Forbids Sale of 


associated with a widely known 
national advertiser. Frequently 
dealers who believe they can se- 
cure prominence for themselves by 
taking a large display advertise- 


ment in the classified directory are. 
dissuaded from doing so by J-M | 


on the grounds that a modest list- 
ing linked to a well-known name 
is better than a large piece of copy 
over the signature of an unknown. 

Mr. Johnson expressed the opin- 
ion that the trademark medium is 
more suitable for products where 


ally and run into. considerable 
money, such as roofing, refrigera- 
tors and automobiles. Where an 
item is known to be sold through 


the corner drug or grocery store, 


purchases are made only occasion- | 


ered superfluous. The Johns-Man- 
|ville account is handled by J. 
| Walter Thompson Company. 


H. E. Hilty Promoted 


H. E. Hilty, formerly Western 
district manager, has been ap- 
pointed sales manager of Factory 
Management and Maintenance, New 
York. Mr. Hilty has been with the 
McGraw-Hill Publishing Company 
for the past nine years. 


'WOKO Opens New Home 


“Radio Center,’ new home of 
WOKO, Albany station of the Co- 
lumbia Broadcasting System, was 
dedicated May 13. The five-story 


| 


“Less Than Cost’ Goods 


A bill which forbids the sale of 
any merchandise, either by retailer 


|or wholesaler, at less than cost has 


been signed by Gov. Julius P. Heil 


| of Wisconsin. 


The Biemiller bill, which pro- 
hibits the manufacture, sale or de- 
livery of any drug, food, device or 
cosmetic that is adulterated or mis- 
branded and the dissemination of 
any false advertisement, has been 


introduced in the Wisconsin assem- 
bly. 


Rex Product to Agency 


Waddell’s Rex Product Company, 
Chicago, manufacturer of Rex Min- 
‘eral Cleaner, has appointed Coe, 


| structure will house offices, studios Guy & Walter, Chicago, as advertis- 


|and control rooms. 


| ing counsel. 
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“I think everyone will admit that there is some relation between the two, 
but since the chart falls each time we stop, is it not the logic of the argu- 
ment of the Senator that, in order to keep prosperity going, there never 


The debate continued ... pro vs. con... but in all the argument and controversy 
the authenticity of the premise was never questioned. The charts originally com- 
piled by THe Unirep States News were accepted at their face value. Impor- 
tant men throughout the country depend on Tue Untirep States News for 
the complete and authentic covering of the country’s most important subject 
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reader's 
attention in a way totally different from any other publication, 
your advertising engages the attention of an exceptionally 
profitable market with unusual intimacy, interest and POWER. 
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HEADS CHICAGO CLUB 


Food, Drug Act 
to Be Major Topic 
for Lithographers 


New York, May 17.— Effects of 
the federal Food, Drug and Cos- 
metic act on labels and other litho- 
graphed advertising produced by 
members of the Lithographers Na- 
tional Association will be a major 
subject for discussion at that 
group’s convention in Rye, June 
13-15. 

Plans announced today for the 
conference include coverage of this 
and other phases of food and drug 
marketing in a special symposium. 
Among those to address this sym- 
posium will be Ole Salthe, con- 


sultant to the Food and Drug Ad- 
ministration. 

Other convention speakers in- 
clude Alvin E. Dodd, president of 
the American Management Associa- 
tion, and George E. Sokolsky, 
author and commentator. 


Adds Car-Nu 


S. C. Johnson & Son, Racine, 
Wis., has added Car-Nu, automobile 
cleaner and polisher, to its line of 
household products. Car-Nu is be- 
ing promoted on the Fibber McGee 
program on the NBC Red network. 


Cooke to Ellis 


Gordon Cooke has joined the 
copy staff of Sherman K. Ellis & 
Co., Chicago, coming from Hays 
MacFarland & Co., Chicago. 


American Record Moves 


Executives, sales and advertising 
offices of American Record Corpor- 
ation, New York, subsidiary of Co- 
lumbia Broadcasting System, have 
been moved to enlarged quarters at 
the company’s factory in Bridge- 
port, Conn. Artist and repertoire 
departments will remain in New 
York. 


Bank Names L & T 


Security First National Bank, 
Los Angeles, has appointed Lord & 
Thomas, Los Angeles, to handle its 
advertising. 


Toepfer-Anderson to Move 

Toepfer-Anderson Promotion 
Service, New York, will move to 
larger quarters at 580 Fifth avenue 
June 1 


Perrault Nominated 


Head of Toronto Club 


The Advertising Club of Mon- 
treal has nominated R. B. Perrault, 
president of Cumming Perrault, 
Ltd., for president. 

Other officers on the slate in- 
clude R. S. White, The Gazette, 
honorary president; Wm. C. Stan- 
nard, J. Walter Thompson Com- 
pany, first vice-president; A. H. 
Carter, Canadian Industries, Ltd., 
second vice-president, and Gustave 
Dutaud, honorary legal adviser. 


Conrad to Agency 

Charles A. Conrad, Jr., has joined 
Raymond Heer Advertising Agency, 
Chicago, as account executive. For- 
merly in the advertising field, Mr. 
Conrad has more recently been dis- 
trict sales manager for distillers. 


0 be ao ong enced any-ag Bao OuSE PALIT! ll reates Ne W 
Salle Extension University, who has been 


elected president of the Chicago Fed- 
erated Advertising Club. 


Chains Appropriate 
$2,500,000 for 
Cotton Week Drive 


New York, May 16.—More than 
100 chains, representing 75,000 
stores, will spend $2,500,000 in local 
newspaper advertising to promote 
National Cotton Week, May 22-27, 
according to the Cotton Textile In- 
stitute, sponsor of the event. 

A business paper campaign in 15 
periodicals is under way and co- 
operation has been pledged by 30 
national advertisers. Salutes to 
National Cotton Week will be given 
on many sponsored radio programs 
including those of Procter & Gam- 
ble Company, Adam Hat Stores, 
Sears, Roebuck & Co. and Goodyear 
Tire & Rubber Company. 

Other promotion consists of 500,- 
000 Cotton Week posters and 25,000 
idea books, containing suggested 
newspaper advertising layouts, in- 
terior and window display ideas. 
Donohue & Coe is the agency in 
charge. 

The drive, aimed at reducing the 
cotton surplus, is also supported by 
the National Cotton Council of 
America and the Cotton Consump- 
tion Council, composed of retail 
organizations such as the Institute 
of Distribution, National Associa- 
tion of Chain Drug Stores and Na- 
tional Retail Dry Goods Associa- 
tion. 


Offers Movie Trailers 
for Newspapers 


A new service enabling news- 
papers to use film announcements 
in local theaters for promotion of 
the paper’s editorial features has 
been started by the Filmack Trailer 
Company, Chicago, maker of an- 
nouncement trailers. 

Irving Mack, sales manager, said 
that while many newspapers have 
sponsored newsreels and other film 
entertainment, few have used films 
to build public interest in their own 
special features. Filmack is offer- 
ing a variety of films designed to 
promote such newspaper features 
as news coverage, cartoons, games 
and puzzles, comics, sport news, 
and want ads. 


Leaves Monsanto 


Roland P. Sturhahn has resigned 
as advertising manager of Mon- 
santo Chemical Company, St. Louis, 
to take active charge of his own 
business, St. Louis Laboratories. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 


offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural | 
and agricultural items to 41,000,000 farmer 
and suburbanite customers 


| 
| 


We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. 


Chicago, Ill. 


PEAR 


HOUSE BEAUTIFUL is the first maga- 
zine in the home building, house furnishing, 
and gardening field to smash a_ publishing 
tradition and gear its publishing schedule to 
merchandise sales potentials. 


HOUSE BEAUTIFUL is the first maga- 
zine to pioneer in matching its publication 
dates with the reading habits and buying urges 
of its over 180,000 families. 


HOUSE BEAUTIFUL has long known 
that certain seasons—Spring, Fall, and the 
pre-holidays—are active buying seasons, when 
editorial and advertising interest is at fever 
pitch. It knows, too, that other seasons are 


comparatively dull trading times. 


So now HOUSE BEAUTIFUL takes the 
startling but sensible and logical step of pacing 
its publication dates with the active seasons 
of reader interest. This year, on June 20, 
HOUSE BEAUTIFUL starts this new, prac- 
tical, modern policy of “PEAK INTEREST” 


publishing. 


INTEREST 


HOUSE BEAUTIFUL of course maintains 
its normal 12 times a year schedule, but the 
dates of issue will coincide with the ‘‘PEAK 
INTEREST”’ of its readers. 


“PEAK INTEREST” Publishing 
“PEAK INTEREST” Selling 


‘he new schedule starts with a combined July-August 
issue, out June 20. This big issue will cover thoroughly 
every summer activity. Its reference value as a hand- 
book for solving summer problems will give it over 60 
days of practical, useful life. The next issue will be 
dated September, out August 25. It will pick up the 
renewed interest in fall affairs. It will be the Fall Build- 
ing Issue, tremendously valuable to building material 
advertisers. 

Four more Autumn issues will reap the harvest of Fall 
Decorating, the Fall Bridal Market and Christmas 
Giving. The January issue, out December 13, will be 
far enough ahead of Christmas to make it a really 
effective sales medium during the actual height of 
Christmas buying. 

The seven winter and spring issues will be spaced to 
match the crescendo of spring planning and buying— 
with four issues in the busy months of February, March 
and April. 


“Get ’Em While They’re Hot” 


Now you can concentrate your advertising and selling 
on over 180,000 families when they're eager to buy— 
when they read every advertising page as keenly as the 
editorial pages. 
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Photo Analysis 
of Rival Lines 
Spurs F-M Dealers 


Chicago, May 18.—Analysis of 
its dealers’ competition in the sale 
of water systems and other farm 
equipment not only added 30 per 
cent to the number of retailers han- 
dling lines of Fairbanks, Morse & 
‘o.. but multiplied the enthusiasm 
and net profit of those already in 
the fold, Russ Lewis, manager of 
general dealer sales, reported today. 


year as the “Showdown Presenta- 
tion,” consisted chiefly of photo- 
graphs of parts used in the Fair- 
banks, Morse line and in the lower 
priced corresponding “No. 1 mail 
order brand.” These photographs, 
Mr. Lewis said, clearly revealed the 
superiority of the Fairbanks, Morse 
products and provided justification 
for their higher price. There were 
undoubtedly some instances, he 
added, where the farmer felt that 
the lower tariff of the mail order 
product was more appropriate to 
his financial condition. The sole 
aim of the company was to present 
the facts. 


Help for Dealers 


The showdown presentation was 
issued in the easel form so popu- 


dealer was provided with one or 
more copies so that he and his 
salesmen could escort prospects 
through its pages. No photographs 
were retouched, Mr. Lewis asserted. 


Pump Considered First 


The first item considered was the 
Fairbanks, Morse pump and its No. 
1 mail order contemporary. The 
halftone pictured first, the rival 
connecting rods, the Fairbanks, 
Morse being described as “Bronze, 
accurately fitted to .0001 inch,” and 
the opposing product as “Die-cast 
white metal, small, soft, as indi- 
cated by accompanying photo.” 

Next came illustrations of the 
two valve decks, crank shafts, pis- 
ton rods, stuffing boxes and pressure 


point out salient differences in ma- 
terial and manufacturing methods, 
such as: “F-M, stuffing box, gland 
and nut are brass. Eight high-grade 
packing rings. Mail order, stuffing 
box has seven packing rings—and 
there is no gland whatever, as 
shown here.” 


Add 20% to Prices 


Other detailed comparisons were 
drawn between the construction of 
feed grinders, windmills, gasoline 
engines and washers. All mail or- 
der equipment was bought at regu- 
lar retail outlets, according to Mr. 
Lewis. This shopping tour indi- 
cated, he said, that the mail order 
houses add about 20 per cent to 
prices of products when sold in 


The analysis, issued Jan. 1 of this|lar in advertising circles. 


Each 


switches. 


The legends continued to | their retail stores. 


Advertising Values... with 


PUBLISHING! 


You can strike quickly, again and again, in the buying 
seasons, When “PEAK INTEREST” means peak 
sales. 

Advertisers have skipped low interest issues in the past 
because they knew you can’t sell even the finest mer- 
chandise when the buying mood is dull. 


But now you can literally “get em while they’re hot”— 
and tell and re-tell your story when it does the most 
good. 


You’re PAID, with Interest! 


Advertisers will not only profit from this “PEAK 
INTEREST” publishing because the selling season 
jibes with the readers’ buying season, but also because 
they ll get bigger and more effective trade promotion. 


The retailers know, even better perhaps than adver- 
tisers and editors, that buyers cannot be lured into 
buying out of season, (unless the merchandise is put 
on the auction block). 

They know that heavy promotion during the active 
seasons pays the biggest profits. 

So now you can merchandise your advertising to greater 
profit when it takes advantage of HOUSE BEAUTI- 
FUL’S “PEAK INTEREST” publication schedule. 


Special Promotion on Every Issue 


HOUSE BEAUTIFUL spares no effort in helping 
you make your “PEAK INTEREST” advertising 
profitable. There will be special consumer and trade 
promotions behind every issue each year—by far the 
biggest, most effective consumer and trade campaigns 


in the field. 


During the fall, all five issues will be promoted aggres- 
ively with the Buving Guide for the Bride, the Build- 


ing Manual, and the Fall Decorating Manual leading 
the way. 


The spring issues will also be especially promoted. 


Take the High Road to Sales with 
“PEAK INTEREST” PUBLISHING 


In April, HOUSE BEAUTIFUL definitely took the 
circulation lead in the quality home furnishing maga- 
zine field with its announcement of a 200,000 net paid 
circulation base as of the December 1939 issue. 


In May, HOUSE BEAUTIFUL enjoyed the biggest 
revenue issue in history. HOUSE BEAUTIFUL 
leads the entire house furnishing field in linage for the 
first 5 months. The June issue was the sixth consecutive 
issue to show a gain over last year.* 


With the largest number of readers in the quality field, 
with publication geared definitely to their reading and 
buying habits, and the most progressive trade promo- 
tion campaign, HOUSE BEAUTIFUL gives you 
now the high road to sales and profits. 


“PEAK INTEREST” publishing means “peak profit” 
selling—it’s yours in HOUSE BEAUTIFUL alone. 


*The Home Furnishing 
Field’s No. {| Magazine 


CONVENIENT CARRIER 


BRAND NEW! 


PICK UP3:::: 


now You 
CAN BUY 


BEER IN A PACKAGE- 


JUST AS YOU BUY ANY OTHER FOOD PRODUCT 


SEE YOUR DEALER AND Ff 


ch up 3 TopaY 


Atlantic Brewing Company, Chicago, 

starts a newspaper campaign featuring 

a new three-bottle package for Tavern 
Pale beer. 


Atlantic Campaign 
Features 3-Bottle 


Carton for Beer 


Chicago, May 18.—A packaging 
technique successfully introduced 
in the soft drink field by Coca-Cola 
and others will be utilized in new 
merchandising plans for Tavern 
Pale beer, it was announced today 
by the Atlantic Brewing Company. 

Atlantic will start a campaign 
May 23 featuring the offer of its 
brew in packages containing three 
steinie bottles each. These bottles 
are to be packed in a carton known 
as the “Pick Up Three” package. 
It is believed to be the first time 
that such a device has made its 
appearance in beer merchandising. 

Purchasers of the “Pick Up 
Three” carton, however, are ex- 
pected to return it along with the 
empty bottles. Thus, the carton it- 
self may be used two or three 
times. 

Atlantic will use newspaper copy 
and outdoor posters in a campaign 
featuring the new offer. Initial 
copy in this drive, scheduled to run 
through September, will devote 
practically all of the space to em- 
phasizing the convenience appeal of 
the new carton, with but a few 
lines used to extol the beer’s flavor 
and taste appeal. 

George H. Hartman Company 
was appointed agency for Atlantic 
this week and will handle the new 
campaign. 


G. Lynn Sumner Heads 
New York Ad Club 


G. Lynn Sumner, president of G. 
Lynn Sumner Company, has been 
elected president of the Advertis- 
ing Club of New York, succeeding 
Lowell Thomas, who became a di- 
rector. 

John A. Zellers, vice-president 
of Remington-Rand, was re-elected 
vice-president for a_ three-year 
term. James A. Brewer, president 
of Brewer-Cantelmo Company, was 
named treasurer. 


Hatf Joins Agency 

W. C. Haff, formerly with Na- 
tional Broadcasting Company, has 
joined the radio staff of Griswold- 
Eshleman Company, Cleveland. 


METROPOLITAN STATION 7 
COSMOPOLITAN AUDIENCE ~ 
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Voice of the Advertiser 


* This department is a reader’s forum. 


Exchange Edict Spurs 
Western Brokerage Copy 
To the 


Editor: Herewith are 
proofs of the institutional series 
which one of our clients is cur- 
rently running in Pacific coast 


newspapers. Dean Witter & Co., old 
established investment banking 
and brokerage house, has again as- 
serted its dominant position among 
coast financial institutions in setting 
the pace of advertising activity. 

This client of ours is credited by 
financial editors with being the first 
to take advantage of the liberal at- 
titude recently expressed by the 
New York Stock Exchange. 

It is noteworthy that this firm 
did not await the formal promulga- 
tion of the new regulations making 
it possible to include illustrations 
in members’ advertisements, but 
began to formulate its plans when 
it was indicated by the present ex- 
change administration that some 
animation could be injected into the 
advertising of members in place of 
the exclusively restricted, stereo- 
typed “wooden” _ professional 
“cards” (other than the advertis- 
ing of offerings underwritten by 
members). 

N. F. D’EvEtyn, 

D’Evelyn & Wadsworth, Inc., 

San Francisco. 
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That Silent Theme 


To the Editor: Your correspon- 
dent, W. A. Brown of the Chicago, 
Wilmington & Franklin Coal Com- 
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pany, is justifiably proud of his 
slogan “The Stoker Coal You Hear 
About . .. But Never Hear.” 

Perhaps it was another coinci- 
dence that this identical phrase- 
ology was used in the enclosed na- 
tional advertising of the Electrolux 
Gas Refrigerator Company more 
than a year and a half ago. 

HENRY OBERMEYER, 
Consolidated 
New York. 


Edison Company, 


v v ’ 


Newspaper Credited 
for Contest Success 

To the Editor: We were pleased 
to note in the last issue of ADVER- 
TISING AGE, with reference to the 
essay contest, that we were among 
the early ones to get our contest 
completed and, therefore, were 
listed in the fine group of sponsors 
as having already completed the lo- 
cal contest. We do feel, however, 
that all the credit for this local 
contest should not be given the Pe- 


oria Advertising & Selling Club 
alone, as the contest was made pos- 
sible locally by the splendid co- 
operation of the Peoria Journal- 
Transcript which, in addition to 
giving us whole-hearted editorial 
support, also furnished the prize 
money. 


I am sure that you will see, out 
of fairness to the Journal-Tran- 
script, and inasmuch it 
sponsored by both the Advertising 
Club and the Journal-Transcript, 
that where reference is made to the 


as was 


Voice of Youth 


HUMANIZES COPY 
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‘| HELPED BUILD THIS SCHOOL 


New Capital Means New Jobs 
DEAN WITTER &Co. 
Municipal and Corporation as 
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contest held here, credit should be 
given to both. 
W. H. KINSALL, 
Altorfer Bros Company, Peoria, 
Ill. 


v 


To the Editor: Last week we 
“corny” advertising agency men 
who attended the Advertising Af- 
filiation convention at Cleveland 
were urged to let the voice of youth 
speak out. It is rather a coinci- 
dence that in your issue of May l, 
one of my youthful copywriters, 
W. C. Lacey, was given a chance 
to “raise a voice” in your columns. 

You will be interested to know 
that none of my employes is over 
30 years old, and one of my hobbies | 
is trying to help those young men | 
and women who come through the 
doors hoping against hope that they 
will find a job. Many a time I have 
had to burn the midnight oil to 
catch up with the hours I have 
spent giving them practical advice 
or aid in getting started. 

A big responsibility rests on the 
shoulders of advertising men every- 
where to show these youngsters 
that the advertising business isn’t 
all glamor, profits, rhyme, radical- 
ism, whether in art, copy or design. 
The average hard-headed business 
man isn’t exchanging dollars for 
untried ideas that depart in form 
and character from the accepted 
design, color, rhythm and contours 
of nature. That's why I challenged 
Jim Mangan at the convention. 

JACK KNABB, 

Jack Knabb Advertising Com- 

pany, Rochester, N. Y. 

v v v 


New Development of 


One-Way Screen Process 
To the Editor: The illustration in 
the enclosed advertisement repre- 
sents a development of the one-way 
screen process in which you may 
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interested A new method 
enables us to secure a cross-hatch- 
ing in the shadows, adding con- 
iderably to the depth of tone. It 


Letters are welcome. 


reproduces a photograph with the 
printing quality of a pen and ink 
drawing, at the cost of a zinc en- 
graving. This ad was prepared by 
James B. Miller for Lain & Son, 
Chicago undertaker. 
WILLIAM C. FAUL, 
Chicago. 


Small Space Copy 


Commands Attention 


To the Editor: We have a small 
account in our office, the publicity 
Bureau of the Borough of Beach 
Haven, N. J., one of the many sea- 
shore resorts on the New Jersey 
coast. Because of their small ap- 
propriation we have developed for 
them an_ interesting advertising 
novelty which we are running 
at the present time in  Phila- 
delphia as a test. You will see 
by the attached proof that it 
should at least command consider- 
able attention despite the fact that 
it is only 50 lines across one col- 
umn. This is running in the R.O.P. 
sections of entirely 


newspapers 


separate from their regular resort | 
section copy which runs on the spe- 
cial travel pages. 

It is too early as yet to determine | 
its effectiveness but I think this is 
&é new method of obtaining atten- 
tion for users of small space. 

R. L. INGOLD, 

Albert Frank - Guenther Law, 

Philadelphia. 
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It's Mild Down Under | 


To the Editor: On Page 20 of 


| your May 8 issue there appeared a 


picture with the heading: ‘“Aus- 
tralians in Annual Winter Trek,” 
and you go on to explain that their 
visit is to forego the rigors of the 
Australian winter. 

Those Australians must have 
been kidding you. As a visiting 


Australian advertising man myself, 
may I inform you that the climate 
in Australia is anything but cold as 
you Americans know it. Its climate 
is pretty much the same as that of 
California or Florida. Anything 
below 50 degrees is regarded as a 
severe cold wave. 


The climate of Australia is gen- | 


erally regarded ideal, though 
perhaps rather hot in midsummer, 
especially in the north. Australia, 
in short, is a good place to go to 
spend the winter—not to 
away from. 


as 


H. WILSON, 
(of Sidney, N.W.S., Australia) 
Detroit, Mich. 

. Surely this is a poor reason 
for visiting the United States, par- 
ticularly when the winter in Aus- 
tralia and New Zealand can hardly 
be described as rigorous. 

THORNTON PURKIS, 
Toronto, Canada. 
[Editor’s Note: Sorry, the cap- 
tion was apparently based on mis- 


come | 


| 
| 


information. Perhaps the explana- 
tion lies in the fact that the gentle- 
men were guests of a Californian 


° | 
when the picture was taken.] 
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BANK COPY GOES MODERN 
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WO RED TAPE 


“A LOAN AT LAST!" 


when California Bank rushed through a loan “to build a home of our own where we con 


cried the happy young coup!+ 


be ALONE AT LAST.” Dutifully we loughed the hollow laugh people expect when the, 
moke puns and then reminded them: “Don't forget now — if you have any friends who 
want to build, buy or refinance, be sure to tell them that 


LIFORNIA BANK 
i the Banh to see for loans 


This California Bank copy is the only bank copy in the American Institute of 


Graphic Arts’ exhibit, according to Mr. Maclean. 


Modernism in 


Bank Advertising 

To the Editor: A review of bank 
advertising would seem to indicate 
that it is still news for a bank to 
use modern layout. With this in 
view I am enclosing a number of 
California Bank proofs which have 
won high praise from advertising 
critics and which also appear in the 
American Institute of Graphic Arts 
printing exhibit which is currently 
touring the country. California 
Bank copy is the only bank ma- 
terial to find a place in the show 
which comprises 265 pieces. 

In addition to a modern, dynamic 
style of layout they also reveal a 
breezy, informal down-to-earth 
copy style. Both copy and layout 
are designed to reach the average 
citizen of today who runs as he 
reads. Many of the ads appear in 


four different sizes, with schedules 


running in metropolitan newspa- 
pers, suburban papers and maga- 
zines, and finally papers and maga- 
zines of lesser importance. 
Rop MACLEAN, 
Manager, Advertising and Pub- 
licity Department, California 
Bank, Los Angeles. 
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Maybe Dopey 
Wrote the Copy 

To the Editor: Walt Disney has 
so many children he’s forgotter 
their names. In the Comic Weekly 
advertisement of May 8, Goofy ap- 
pears over the name of Horac 
Horsecollar. 

Les LITAULE, 
Advertising Writers, Boston, 
Mass. 


Dear Editor: 


into your mail room. 


Mrs. William H. 


Guide, Philosopher, 

¢ Friend in over 

225,000 western 
homes. 


SAN FRANCISCO 


POSTMAN’S HOLIDAY 


I don’t suppose you ever leave the 
editorial sanctum of Sunset long enough to go 
If you 
little peek at the subscription list under “McC” 
you would find that one of your subscribers (who } 
may also be entitled to the prefix “Faithful’’) is 
McCarthy. 
mention her only because it will indicate that I 
do see and read your very clever publication. 


WILLIAM 
Postmaster 


San Francisco, California 


LANE PUBLISHING Co. 


SUNSET 
Be 
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That’s Ma, and I 


H. McCartruy 
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Promotion 
Review 


SLT TIT Asi ES 
Issuance of the data book of the 
New York Sun is an event to be 
jooked forward to each year. These 
magnificent volumes seem to get 
better each year, and the 1939 edi- 
tion, just issued, is no exception. 
it's a beautiful hard-bound volume, 
adequately tabbed and indexed, and 
siving an unusually complete pic- 
ture of the New York market and 

e Sun’s standing and activities. 

ca * * 

The Chicago Tribune is telling 
advertisers how it printed what it 
believes to be the first natural- 
color picture of a spot news event 
in its columns May 12. The pic- 
ture was of Chicago’s $4,000,000 
erain elevator fire, and it was on 
the streets less than 12 hours after 
the natural color photo of the blaze 
had been taken. Arriving at the 
Tribune plant at 2 p. m., the ex- 
posed color plates were developed 
end a set of three continuous tone 
pictures were delivered to the color 
engraving department at 4, at 11:45 
p. m. the completed stereos were 
ready to go, and they began rolling 
at 12:40, when the next run was 
started. 

® * * 

The clever invitations which 
American Magazine sent to adver- 
tisers and prospects for its fifth an- 
nual editorial luncheon had the en- 
tire second page printed so that it 
read right side up when viewed 
through a mirror, tying in with the 
labeling of the event as a “looking 
glass luncheon.” 

a oa * 

True Story is proud of the fact 
that its “How to Get People Ex- 
cited,” the book it produced for the 
primary benefit of advertising men, 
has been translated and is being 
published by a private firm in Ger- 
many. ok ci 

One of the most elaborate net- 
work presentations based primarily 
upon a single program has been 
sent out by CBS, telling the story 
of the Major Bowes program for 
Chrysler. It’s a varnished cover 
job, 12x13 inches, and printed in 
two colors, with smashing display 

nd plenty of pictures. 

% % * 

Reproductions of the 1938 Pulit- 
er prize cartoon, with background 
on the cartoon and its creator, 
Charles Werner, have been sent out 
by the Daily Oklahoman and Times. 
Werner is staff cartoonist for the 
papers, and his prize-winning effort 
appeared in the Daily Oklahoman 
Oct. 4 

’ bs * * 

A tipped-on reproduction of a 
photo of Annie Oakley features the 
cover of a brochure sent out by 
CBS on its sport coverage, the pro- 
motion idea being that CBS pro- 


vides millions with “Annie Oak- 
leys’ to all the leading sports 
events. 

a ut * 


This Week is sending out a series 
“one-minute presentations” 


ona 


“John J. Gillin, Jr. Mgr. 


John Blair Co., Representatives 
Owned and Operated by the 
Woodmen of the World Life 
Insurance Society. 


card approximately the same size as 
the magazine, which goes with a 
copy of the current issue, and 
points out some noteworthy use of 
advertising in that issue. The one 
we have in front of us talks about 
the use of color in fractional-page 
space, and refers to specific ex- 
amples in the issue. 

oo ca te 


Late last month over 600 Boston 
advertisers helped celebrate the 
first birthday of the combined Rec- 
ord-American, with _ individual 
birthday cakes brought to them by 
Western Union messengers. A 
gracious engraved birthday greet- 
ing card was enclosed. Just as ad- 
vertisers and agents were presum- 
ably licking their lips, copies of the 
Record-American arrived with a 


full page message from H. G. “Hap” 
Kern, the publisher, thanking ad- 
vertisers, readers and employes for 
a successful year. 

x ae * 

In an envelope almost 16 in. wide 
and 5 in. long comes the latest plas- 
tic-bound booklet on the new trans- 
mitter of WIBW, Topeka. The 
unusual shape of the booklet not 
only provides an opportunity to 
show the huge tower, but also gains 
extra attention from the reader. 

oe * * 

Ladies’ Home Journal developed 
an unusually effective method of 
merchandising its color spread in 
the May 6 Saturday Evening Post. 
It mounted the spread on heavy 
blue board, folded over and tied 
with a blue cord, and sent it out 


as a self mailer, with the red ad- 
dress label neatly inserted in a die- 
stamped depression in the center 


of the board. 


ae * % 


The New York World-Telegram 
has issued an exceptionally attrac- 


tive, pocket-size booklet of 


pages plus cover, called “How Is a 
It is designed 
for general circulation, and will be 
made available to students in inter- 
mediate grades and schools of jour- 
nalism, to readers and the general 


Newspaper Made?” 


public. 


Names Hill Agency 
McKinley-Gregg Automobi 


Company, Pittsburgh, has appointed 
Albert P. Hill Company, Pittsburgh, 


to handle its advertising. 


New England Financial 
Group Names Underhill 


Arthur J. C. Underhill, Boston 
News Bureau, has been elected 
president of the Financial Adver- 
tisers Association of New England 
48 Other new officers include Henry 

I. Hewitt, Draper, Williams & Co., 
secretary; L. A. Bond, Home Sav- 
ings Bank, treasurer, and T. N. 
Bott, Jr., Merrill Darling, and 
Philip K. Barker, vice-presidents. 


Account to French 


Century Electric Company, St. 
Louis, manufacturer of electric 
motors and generators, has ap- 
pointed Oakleigh R. French & As- 
sociates, St. Louis, as advertising 
counsel. Business papers will be 
used. 


le 


PORTLAND RETAILERS who sell appliances and 
household equipment turn on the sales-heat through 
Journal advertising columns. They have found it a high- 


HEAT IN 


speed unit for bringing in sales in a hurry. 


These Portland dealers are canny space buyers, too. 
They can’t wait long for results when they advertise. 
They don’t. Notice the volume of their 1938 linage as 
shown by Media Records and their outstanding prefer- 


ence for the Journal. 


These men are selling your product. Years of exper- 
ience have demonstrated to them that the Journal does 
the job surer, easier, faster. You can help them —and your- 
self—by concentrating your sales-fire in the same spot. 


Tht JOURNAL 


PORTLAND ®*@ 


REYNOLDS-FITZGERALD, 
WHEW YORK - 
SAN FRANCISCO - 


PHILADELPHIA 
LOS ANGELES > 


HOW DO YOU 
TURN ON THE 


PORTLAND? 


INC., NATIONAL REPRESENTATIVES 
CHICAGO - 
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Market Research 
in France Brings 
Headaches, Laughs 


Intense Concentration 
of Buying Power Indi- 
cated by Survey 


New York, May 17.— Over half 
of the buying power in France is 
concentrated in nine out of the 90 
districts in the country, Mme. 
Yvonne Lebert, head of the re- 
search department of the Paris of- 
fice of J. Walter Thompson Com- 
pany, revealed in an interview with 
ADVERTISING AGE here today. 

These nine districts include 33.6 
per cent of the population and 8.6 
per cent of the area of France, 
Mme. Lebert said. Thirty-four dis- 
tricts, which include 64 per cent 
of the population, represent 77 per 
cent of the market. 

These statistics, according to the 
visitor, comprise the first study to 
determine location of best markets 
ever undertaken in France. Results 
are verified by sales records, entries 
in a countrywide radio contest and 
coupon returns from magazine ad- 
vertising. 


New Career in France 


Mme. Lebert, who has_ been 
brushing up on American methods, 
has been in charge of research for 
the agency’s branch office for 11 
years. She is believed to be the 
first person to make a career of 
marketing research in France. 

Making consumer surveys in 
France, while based on the same 
technique used in this country, has 
its difficulties, she indicated. It is 
hard to get consumers to answer 
questions unless the interviewer is 
able to establish some personal con- 
nection, such as “Le Padre sent 
me.” 

One comely girl investigator en- 
countered an unexpected difficulty 
in Nice when she sought informa- 
tion from a pedestrian. The man 
thought he was being approached 
for another purpose and had the 
interviewer jailed. 

Her attempt to learn the number 
of radio sets in the country has also 
proved another difficult task for 
Mme. Lebert. There is a govern- 
ment tax on each receiving set, and 
some owners evade payment of the 
fee by not obtaining a license. Such 
people fear that their deception will 
be revealed to the government and 
refuse to admit ownership of a re- 
ceiver. 

Mme. Lebert and her field work- 
ers coax answers out of consumers 
by explaining that surveys are a 
product of the “crazy American 
system.” Interviewer and consumer 
laugh at the folly of the Americans, 
and the interviewer gets the desired 
information. 

Mme. Lebert recently completed 
readership studies for the three 


») is lowestin 
San Francisco 


on CBS Station 


KSFO 


Represented by FREE & PETERS, Inc. 


«¢ | 
cp 
(cost per 
listener) 


MARK DEBUT OF NEW CHICAGO NEWS VEHICLE 


1 


A large group of advertising men and public officials attended the recent official debut of the Naxon Telesign in Chi- 
cago, sponsored by General Outdoor Advertising Company and carrying news bulletins from the Chicago Times. Shown 
here are: W. B. Geissinger, Lord & Thomas; Barnett Hodes, city corporation counsel; Burr L. Robbins, General Outdoor; 
Richard J. Finnegan, Chicago Times; Kennett W. Hinks, J. Walter Thompson Company; and Irving Naxon, the inventor. 


largest Paris newspapers to de-| Krjvit Expands Standard Radio Moves 
termine what features most inter-| Samuel G. Krivit Company has Standard Radio, Chicago tran- 
ested readers. Her technique waS|moved to larger quarters at 280 |scription producer, will move to 360 


the same as that practiced here. Madison avenue, New York. N. Michigan avenue May 1. 
Although France’s population is 


April Linage in 
Business Papers 
Nears 1938 Level 


Chicago, May 16.—Business paper 
advertising in 105 publications 
closely approached 1938 levels in 
April with total linage being 0.02 
per cent less than last year, accord- 
ing to figures published in the May 
issue of Industrial Marketing. 

Total business paper linage for 
the first four months of the year 
shows a decline of 7.12 per cent 
from 1938 figures. The decline for 
the first three months was 9.9 per 
cent. 


Equals 1938 Volume 


The industrial group of 75 publi- 
cations carried 0.65 per cent less lin- 
age in April than in the month last 
year. The trade group of 21 pub- 
lications reported an April decline 
of 2.95 per cent, while 10 publica- 
tions in the class group practically 
equalled 1938 volume, carrying but 
three pages less this year. 


les than one-third that of the 
United States, Mme. Lebert has 
found that a good cross section 
sample requires 2,700 interviews. 
The number is_ proportionately 
larger than that often used with 
success here because people in dif- 
ferent sections of the country have 
different habits, not the least of 
which are dialects not understand- 
able to other French people. 
Almost all French advertising, | 
whether sponsored by a native | 
manufacturer or American exporter. 
features the price appeal. Mme. | 
Lebert explained that the French | 
are a thrifty people, particularly | 
those living in rural sections. 


Ta 


Crowell Launches 
Fifth in Series 
of “Living” Issues 


New York, May 16.—Crowell 
Publishing Company played host 
here yesterday to 600 advertisers 
and agency men gathered to wit- 
ness a “Living Issue” of the Ameri- 
can Magazine, the fifth annual show 
sponsored by the publication. 

As in past years, the elaborate | 
program featured a real life pres- | 
entation of the editorial side of | 
the magazine, with little time de- | 
voted to advertising promotion. 
Albert Benjamin, associate editor, | 
served as master of ceremonies, and | 
J. B. Searborough, advertising man-| 
ager, spoke briefly. 

Called the “Looking Glass Lunch- | 
eon,” the presentation starred con- | 
tributors to past, present and future | 
issues of the magazine. The cast 
took to the road after the premiere | 
for a two-week trip in which eight | 
other cities will be visited. The | 
show will close with a repeat per- 
formance here June 1, after having 
visited Detroit, Akron, Cleveland 
Minneapolis, Indianapolis, St. Louis. 
Cincinnati, and two performances 
in Chicago. 


- - 
N. Y. Advertising Women 
Re-Elect Officers 


Helen Hayes Peffer, Refrigerating 
Engineering, .has been re-elected 
president, and Katharine Clayber- 
ger, Woman’s Home Companion, 
has been re-elected vice-president 
of Advertising Women of New| 
York, Inc. Other officers elected at | 
a directors’ meeting are Helen 
Holby, Advertising Federation of 
America, treasurer, and Elsie Stark, 
Best Foods, Inc., corresponding sec- 
retary. May O’Connor, Sackett 
Service, Inc., was re-elected record- 
ing secretary. 

Miss Holby, Beulah Gillaspie, 
Sealtest Laboratories, Inc., and | 
Helen S. Kintzing, National Biscuit | 
Company, were elected members of | 
the board of directors and Helen M. 
Slator, Francis H. Leggett & Co.,! 
was re-elected to the board. 


Buy Interest in “Range” 


William L. Odett, business man- 
|}ager, and his son, Lamont Odett 
advertising manager, have  pur-| 
chased F. F. McNaughton’s interest | 
in the Daily Range, Raton, N. M 
H. A. Hill retains half interest in 


the paper and will continue 
publisher 


iS CO- 
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Oregon Cheese 
Co-op Proves Value 
of Steady Advertising 


20-Year Campaign 
Returns $9.60 on Each 
$1 Spent 


Portland, Ore., May 18.—Results 
of a 20-year cooperative advertis- 
ing campaign that has produced a 
profit of $9.60 for each dollar spent 
were outlined in detail today by the 
Tillamook County Creamery Asso- 
ciation, a long established cheese 
producers’ cooperative here. 

This campaign, according to the 
analysis, has not only served to 
create a steadily rising demand for 
Tillamook cheese among Pacific 
Coast housewives, but it has also 
turned this consumer demand into 


a tangible price advantage for its 
members. 

In making a study of the pro- 
gram, Botsford, Constantine & 
Gardner, the agency in charge, used 
prices of Tillamook cheese as com- 
pared with those for Wisconsin 
cheese as a basis for tests. Organ- 
ized in 1903, the Tillamook cooper- 
ative did no advertising until 1918. 
Prices for its product during this 
period remained almost constant 
with those for Wisconsin cheese, the 
advantage either way rarely vary- 
ing more than one cent a pound. 


First Test in 1918 


The Oregon dairymen first turned 
to advertising in 1918 when Wis- 
consin prices offered a two cent ad- 
vantage over the Tillamook prod- 
uct. An experimental campaign 
was launched at a cost of $5,000. 

The widened market gained 
through this campaign gave Tilla- 
mook a 2.4 cents advantage over 
Wisconsin cheese in 1919 when the 
advertising program was launched 
in earnest with a $14,000 appropria- 
tion. Since then Tillamook cheese 


has enjoyed a consistent advantage 
in price to the producer. 

Only once has the price advan- 
tage fallen below two cents a pound 
—and then it was 1.77 cents in 1927. 
In 1922 the advantage was 5.7 cents. 
In 1938, final year in the 20-year 
survey, the advantage for Tilla- 
mook cheese was 4.55 cents to the 
producers or a total gain from the 
price difference of $403,213.22. 

In the 20 years since 1919, a to- 
tal advertising expenditure of $525,- 
535 has boosted the gain from the 
price difference to a total figure of 
$5,573,956.25. The profit is $9.60 for 
every advertising dollar invested. 

The Tillamook dairymen now an- 
nually appropriate four-tenths of a 
cent a pound to advertise their 
cheese, of which 148,000,000 pounds 
was produced in the past 20 years. 
The advertising expenditure is now 
$25,000 annually. 


Not Affected by Depression 


During “the depression,” when 
the open market price for butter- 
fat in Portland was only 16 cents a 
pound, Tillamook farmers were paid 
26 cents for their production by the 


/ j 


HERE'S ONE MARKET 
/ that keeps on buying 


Markets change from season to season. Sometimes they 
buy; sometimes they don’t. That's what keeps advertis- 
ing managers guessing and sales managers hopping. 


families were: 


ans 


636 cans 


But there’s one market in New York that does not change. 
Season after season, come what may, it keeps on buy- 


ing. It's the market made up of the families above the 
average-income line. 


Read these facts carefully: in 1937, our Market Research 
Department studied the sales of canned pineapple juice 
in New York City and found that weekly sales per 1,000 


5 cans to above-average-income families 


982 
98 


s to average-income families 


elow-average-income families 


In 1939, a year in which price-competition was a vital 


factor in pineapple juice sales, the situati 


to this: 


1,213 cans to above-average-income fa 
933 cans to average-income families 
242 cans to below-average-income families 


What happens to pineapple juice is typical of what hap- 


n had changed 


ilies 


Cul’ 


pens to numerous other advertised products, too. Fami- 
lies above the average-income line in New York are 
numerous enough to form a major volume market. . . 
the easiest and most profitable volume market you can 
sell. They are the first to respond to the pressure of ad- 
vertising, the last to bow to the pressure of price. Adver- 
tising in The New York Times concentrates itself among 
these families, assures steady sales in a steadily buying 


market. 


The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT"’ 


BOSTON 


"CHICAGO? DETROIT 


Represented in Los Angeles and San Francisco by John B. Woodward, Inc. 


CHEESE CAMPAIGN SHOWS RESULTS 


Think of being able to take advantage of any recipe that calls for 
grated Tillamook cheese—and in a jiffy, grate your Tillamook 


ey evenly, w a golden, flavory, cream-rich fluff, without having your 


fingers come within hailing distance of the grating surface. 


While che supply of these graters lasts, Tillamook Cheese makes this 
grand offer: Send only 25¢ in coin together wich a weill-wrapped 
rind bearing the name TILLAMOOK. Remember Tillamook has the 
food values of nearly five quarts of milk in every 
the smooth, tender creaminess of your finished dish becawe ic is 
natural cheese— that is, i¢ has not been cooked of pasteurized, Onl 
rich milk with all che cream left in is used for Tithamook Look for 
the name on the rind! 


mand. tc insures 


USE MORE 


TILLAMOOK CHEESE 


—the cheese that’s always good! 


ORDER VOUR 
CRATER TODAY 


USE THIS COUPON! 


Name 


TILLAMOOK 


Street end Namber 
oy 


COUNTY CREAMERY ASSOCIATION, Tillamook, Oregon. 
] 7% ' 


entiomen enrlose ce ty coin end « well-wre & sind bearing the pene 
TILLAMOOK, for which please send ma, postpaid, the ROTAR ¥ CHE rsk GRATER 


Store 


Tillamook County Creamery Association, Portland, Ore., which has found that a 
20-year campaign has brought back $9.60 for each $! spent, is currently using 
Pacific Coast newspapers, radio and a schedule in Sunset. 


association. Ten cents over the open 
market price is the usual advantage 
to Tillamook farmers on their but- 
terfat. 

The same agency has handled the 
Tillamook campaign since the be- 
ginning. It first developed a method 
of branding the product, and en- 
couraged the establishment of regu- 
lar inspections to make sure that 
all Tillamook cheese would con- 
form to the requirements of high 
quality. 

“Look for Tillamook on the rind” 
has become a familiar slogan to 
thousands of homekeepers in the 
Tillamook marketing territory. 
Newspapers are used in Pacific 
Coast cities, supplemented by dis- 
play pieces supplied to grocers. A 
schedule is also carried in Sunset, 
as well as daytime programs over 
eight Western stations. 

The association is managed by 
Carl Haberlach, who has been iden- 
tified with it for over 25 years. 


Miller System Expands 
With Two Purchases 


Miller Broadcasting System, Inc., 
New York, has purchased the plant 
and equipment of Jean V. Grom- 
bach, Inc., New York, and the busi- 
ness and recording facilities of Ad- 
vertisers Recording Service, Inc., 
New York. The studios of the re- 
cording service, which will function 
as a separate unit for the recording 
of wax radio programs, have been 
remodelled and the Grombach of- 
fices are being used by the busi- 
ness and engineering departments 
of the tape transmission service. 

James A. Miller has been elected 
president of Advertisers Recording 
Service; George R. Smith, treasurer, 
and D. L. Provost, commercial man- 
ager. Officers of the Miller System 
are: James A. Miller, president; 
C. M. Finney, vice-president and 
treasurer; E. B. McCutcheon, secre- 
tary, and David D. Chrisman, com- 
mercial manager. 


Photo-Lithographers 

Plan September Meeting 
The National Association of 

Photo-Lithographers will hold its 


annual convention at the Park Cen- 
tral Hotel, New York, Sept. 28-30. 


Market Research Moves 

Market Research Corporation of 
America has moved to 444 Madison 
avenue, New York. 


Lionni Joins Ayer 

Leonard Lionni, founder and for- 
mer director of Centro Italiano di 
Studi Pubblicitari, Italian Center 
for the Study of Advertising, Milan, 
has joined the art staff of N. W. 
Ayer & Son, Philadelphia. Mr. 
Lionni was also formerly director 
of art and advertising for Motta 


Panettoni, Italian bakery and candy 
manufacturer. 


Machinery to Houck 


Houck & Co., Advertising, Roan- 
oke, Va., has been appointed to 
handle advertising of J. A. Vance 
Company, Winston-Salem, N. C., 
manufacturer of farm and lumber- 
ing machinery. 


Vanstyle Names Gussow 


Vanstyle Specialties Corporation, 
New York, has appointed Gussow, 
Kahn & Co., New York, to handle a 
newspaper and test mail order cam- 
paign in rural newspapers for Van- 
style compacts. 


Advance Pattern to Grey 

Advance Pattern Company, New 
York, has appointed Grey Advertis- 
ing Agency, New York, to handle 
its account. Direct mail, displays 
and dealer helps will be used. 


In Syracuse... 
WSYR _ delivers 


a plus audience 


with its large 
farm following. 
570 ke. 
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TIMELY REMINDER FOR RELIEF 


need not be 
if you take 


HITLER’S HEAD-ACHES 
EPSINIC 


SELTZER 


SEND FOR A GENEROUS FREE SAMPLE 


THE SELTZER 
THAT 
WON'T 
AFFECT 
THE 
HEART 


yours 


Pepsinic Seltzer Ce. 
Worcester, Mass. 


After a lapse of many years, Pepsinic-Seltzer Company, Worcester, Mass., has 


started a campaign using New England 


Opening newspaper insertion struck this timely theme. 


is the 


newspapers, radio and outdoor posters. 
Jamesway, Inc., Boston, 
agency. 


Sones and Radio 
Blamed for Demise 
of the ‘Canadian’ 


Toronto, May 16. — Canadian 
Magazines, Ltd., has announced 
that it will discontinue publication 
of the Canadian Magazine with the 
May issue because of “ever increas- 
ing taxation, uncertainty and the 
unfair competition of the Canadian 
Broadcasting Corporation, which 
invaded publishers’ revenues by 
methods only possible to a_ tax 
supported institution.” 

The publication was founded in 
1823. It was purchased in 1926 by 
Hugh C. MacLean Publications, Ltd., 
and enjoyed a circulation gain from 
9,600 at that time to 137,000 in 1938. 
It was taken over by its present 
owner in 1937. 

The statement which appeared in 
the magazine's final issue also com- 


Sell t HOTELS 


with 


THE HOTEL MONTHLY 


Vember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


mented, “It has not been easy to 
reach this decision but as long as 
the studied policy of those in power 
at Ottawa remains definitely hos- 
tile to effective national publica- 
tions, there can be neither com- 
mensurate profit nor satisfaction in 
producing magazines edited ex- 
clusively for the benefit of Cana- 
dians. 


Hits Foreign Magazines 


“Millions of copies of foreign 
periodicals are carried in the Cana- 
dian mails without paying Cana- 
dian postage. Although foreign 
periodicals enter Canada absolutely 
free of duties or taxes, the cost of 
materials and advertising in Cana- 
dian magazines is increased by 
duties and taxes not imposed upon 
their foreign competitors.” 

It was also announced that all 
liabilities would be paid in full and 
that subscription commitments 
would be taken up by any of five 
other Canadian magazines. 


N. Y. Guide Book Bows 


First issue of the New York 
Tourist and Discount Guide, quar- 
terly for visitors and residents, has 
been published. M. S. Van Why is 
advertising manager. Headquarters 
are at 1265 Broadway. 


7424 /nguiries 
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But here's the amazing part of the story. 


from 
368 Counties ?Where 7? 


WNAX—the station where 5,000 watts do the job 
of 50,000—has a large audience, and a responsive 


recent offer of a brooder thermometer 


(that's for baby chicks) made by one of the large 
feed companies on a 7:30 to 7:45 A. M. program 
on WNAX brought these astounding results. 


Requests 


came from 


And, of course, you 
can buy WNAX in 


combination with the 


Network at an 
exceptionally low 


lowa 


erea. 


rate. 


66 of South Dakota's 68 counties 
5! of North Dakota's 52 counties 
81 of lowa's 99 counties 

68 of Minnesota's 86 counties 


68 of Nebraska's 9! counties 


plus 34 counties in adjoining states. 


What does that prove? Simply this. That WNAX's 
570 K.C. frequency puts out a strong signal to a 
loyal, responsive listening audience over a wide 


Would you like to see a mail map of that offer? 


Just drop us a line or ask your nearest Katz office. 


YANKTON, $.D. * 570 Kilocycles * CBS 
5000 WATTS L.$. © 1000 WATTS NIGHT 
Represented by THE KATZ AGENCY 


Key toa 5-STATE, $900,000,000 MARKET in the MIDWEST 


Getting Personal 
Gg 

Frank A. Conolly, Oakite merchandising manager, hopes it will 
be good and hot in New York the night of June 6. That’s the date he 
has set for Oakite’s summer party at the Ice Terrace of the Hotel New 
Yorker. A frozen snow ball will be one of the drinks offered, says 
Frank... 

R. D. Keim, v.p., E. R. Squibb & Sons, pulled a faux pas at the 
Sales Executives Club when called upon unexpectedly to serve as 
chairman. He introduced the man who he thought was the speaker 
of the day, only to learn that the object of his remarks was on hand 
only to do the introducing of the real speaker. . . 

E. H. Ahrens, the business paper publisher, stands ace high with 
his employes. He has promised them all three extra days’ vacation 
this summer to enable them to visit the World’s Fair. . . William 
Hinks, of J. Walter Thompson Company’s London office, is seeing how 
things look from this side of the big pond... 

Golfing friends of James W. Irwin, ass’t. to the president, Monsanto 
Chemical Company, find his gift of packages of Plas-tees, new Mon- 
santo plastic golf tees, most useful. . . Gene Robb, Washington rep- 
resentative of Hearst interests, has a baby son, his first offspring. . . 


VETERAN TYPE DESIGNER MEETS OLD CRONIES 


One of the surprises that greeted Frederic W. Goudy following his address 

before the Los Angeles Junior Advertising Club was the presence of three old 

schoolmates who graduated with him from Shelbyville, Ill., high school in 1882. 
Mr. Goudy is at the left above. 


Gerold M. Louck, exec. v.p., N. W. Ayer & Son, is lucky to be 
alive these days. In Africa on business, the plane in which he was a 
passenger crashed and the other seven persons aboard were either 
killed or injured. Undaunted by the close call, he boarded another 
plane and continued on his trip. . . 

J. E. Sitterley, publisher of Importers Guide, had to make three 
separate broadcasts of the same speech to open National Foreign Trade 
Week officially. Speaking over WCAU, Philadelphia, the publisher 
went on the air first for a European audience, then for the home folks, 
and finally for Latin America. . . 

G. Alden Donham, of T. J. Maloney agency, has a wedding date 
in the offing. . . Eugene S. Thomas, s.m., WOR, was tendered a din- 
ner by his fellow salesmen before he hurried off to Cleveland to ac- 
quire a wife. He returns to his job after a two-week honeymoon. . . 

Frank McKeown, Ross Federal Research Corporation, branch 
manager in Detroit, has a seven and one-half pound daughter... 
William I. Orchard, of BBDO, will teach a copy course at the summer 
session of Columbia University. . . 

The shiny new gavel that occupies a prominent spot on the desk 
of D. J. “Dan” Hansen, g.m., Domestic Engineering Publications, Chi- 
cago, is recognition for a good job done as president of Associated 
Business Papers, and the first ever accorded one of its officers upon 
retirement. . . 

J. M. Rodger, v.p., McGraw-Hill Publishing Company, Chicago, 
shot a hole in one at French Lick, Ind., while attending a convention 
there. Witnesses to the unusual occurrence were Walter Geist, v.p., 
and Walter Meyer, s.m., Texrope division of Allis-Chalmers Mfg. 
Company... 

Edmund H. Rogers, partner in Jerome B. Gray & Co., Philadel- 
phia, is recuperating in the University Hospital from an appendec- 
tomy. . . George Iredell, of Frank Howley Advertising Company, 
Philadelphia, possesses a red ribbon which he won earlier this month 
for the high hurdles event at the 305th Cavalry’s horse show. Frank 
Howley won blue ribbons in the hunter trials. . . 

For his valuable work in advertising, Prof. Frank Nagley, of the 
University of Southern California, was given the seldom-awarded 
Sixth Initiatory Degree by Alpha Delta Sigma, national advertising 
fraternity, in Los Angeles May 17. He is the fourth man to receive 
this honor, the other three being Bruce Barton, Don Gilman and How- 
ard Willoughby. . . 

S. F. Nelson, v.p. and advertising director of Ideal Publishing 
Corporation, is no longer a bachelor. . . 

The ancient Western Advertising Golf Association pried open its 
35th year of competition at Midlothian, Chicago, May 16, with a field 
of 60. Leroy Kling, Frank Presbrey Company, was low net with 
130-26-104 for 27 holes, and A. J. Irvin, John B. Woodward, Inc., 
was second. Charles Shattuck, Macfadden, took low net for the 
afternoon 18 holes with 88-19-69, and Norman Green, Collier’s, was 
second. The blind bogey award went to J. E. Swalley, Midwest Farm 
Paper Unit, with 90. Flight winners were H. W. Markward, Life; 
George McCausland, Butterick; Joe Morenci, Rodney Boone; J. W. 
Banister, Macfadden; M. F. Swaney, Cosmopolitan: Preston Weir, 
Fortune: Ralph Hartsing, Caples Company: A. K. Moulton, Popular 
Fiction Group; Mac Harlan, Domestic Finance Corporation; E. G. 
Johnson, J. M. Bundscho, Inc.; Burr Robbins, General Outdoor: 
George Blocki, John Blair: Tom Hughes, Crowell: Dan Holland, 
Coca-Cola. . . 

R. A. (Dick) Ruppert, director of advertising of WKRC, Cin- 
cinnati, received a signal honor May 5 when he was elected to the 
“Order of. the Curia,” an honorary society of the Cincinnati YMCA 
Night Law college. Membership requires high grades, leadership 
and initiative, and only three members are elected each year. . . 

James L. Kraft, president of Kraft-Phenix Cheese Corporation, 
Chicago, a Canadian by birth, will be one of the few United States 
citizens attending the reception for the King and Queen of England 
May 22 in Toronto... 


Goudy Laments 
Abundant Ego 
of Type Modernist 


Los Angeles, May 18.—Beware of 
the typographer who seeks too 
strongly to show his own personal- 
ity in his work, rather than that of 
the product he is being paid to ex- 
ploit, was the warning given the 
Junior Advertising Club of Los An- 
geles today by Frederic W. Goudy, 
world famed type designer. 

Stressing the virtues of artist 
simplicity, Mr. Goudy took issue 
with much of the advertising being 
produced currently by those of the 
modernist school. 

“The modernist’s sole aim,” he 
said, “seems to be to express his 
own skill in his arrangement, in- 
stead of attempting to present the 
thing he is paid to exploit—the 
thing the customer or advertiser 
wishes to advertise.” 


Desirable Qualities 


Mr. Goudy gave this definition oi 
type best suited for advertising: 
“Type to be good must be legible, 
and not only legible but pleasantly 
and easily readable; decorative in 
form but not ornate; beautiful in 
itself and in company with its kins- 
men in the font; austere and for- 
mal, but with no stale or uninter- 
esting regularity in its dissimilar 
characters; simple in design, but not 
the simplicity that is mere crudity 
of outline. 

“Above all, it must possess un- 
mistakably the quality called art 
which is the spirit the designer puts 
into the body of his work, the prod- 
uct of his study and of his taste.” 

The advertisement is the adver- 
tiser’s business solicitor, he said, 
and thus should be “dressed for the 
occasion.” 

“T can see no reason,” he added, 
“why more beautiful display type 
with simple, legible book letters, 
well arranged, should not attract 
just as many buyers and attract 
them just as surely as the use of 
freakish, bizarre or ornate types 
can.” 


Baker Heads G-E Unit 


Dr. W. R. G. Baker has been ap- 
pointed manager of the new radio 
and television department of Gen- 
eral Electric Company, Bridgeport, 
Conn., which consolidates for the 
first time all radio, television and 
related activities. Dr. Baker has 
been associated with G-E in the 
radio field for many years and was 
formerly chairman of the _ radio 
management committee. 


Gohr on Own 


E. J. Gohr, for eight years adver- 
tising manager of Iroquois Brew- 
ery, Buffalo, N. Y., has resigned to 
establish Gohr Distributing Com- 
pany, which will begin operations 
May 22. 


Heads District NAB 


Paul W. Morency, WTIC, Hart- 
ford, Conn., has been elected presi- 
dent of the First District, National 
Association of Broadcasters, suc- 
ceeding John Shepard III, president 
of the Yankee Network. 


TYPE COSTS IN 


Saves GOOD TIMES OR BADs 


That is why hundreds of agencies, manubac- 
turers and production departments are using 
FOTOTYPE to cut costs. With FOTO- 
TYPE, type lines are quickly, economically 
set, yet the method is so simple thet your 
office boy can be your compositor. 

Write TODAY for Catalog demonstrating 
the FOTOTYPE system. Over 40 different 
feces available - scripts, reverses, etc. 


Fototype Co. 630 Washington, Chicas 
*This entire ad co with Feo . 
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Coming 
Conventions 


May 22-24. 


Annual convention, 


roilet Goods Association, Hotel 
Biltmore, New York. 
June 1-3. Annual convention, 


National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 
June 5-6. National Business-Con- 
umer Relations Conference, Buf- 


I lo, N. b Ff 
June 5-7. Annual convention, 


National Federation of Sales Ex- 
ecutives, Bellevue-Stratford Hotel, 
Philadelphia. 

June 12-15. Annual convention, 
Association of Newspaper Classified 
Advertising Managers, Hotel Sen- 
eca, Rochester, N. Y. 

June 12-16. Annual convention, 
Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye. 

June 15-17. Annual convention, 
Southern Newspaper Publishers 
Association, Chamberlain Hotel, Old 
Point Comfort, Va. 

June 16-18. Annual convention, 
Advertising Distributors of Amer- 
ica, Hotel Shelton, New York. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 18-22. Annual convention, 
Alpha Delta Sigma, national ad- 

ertising fraternity, Waldorf-As- 
toria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

July 10-12. Annual convention, 
The Exclusive Distributors’ Asso- 
ciation, Hotel Schroeder, Milwau- 
Kee 

July 10-13. Annual convention, 
National Association of Broadcast- 
ers, Ambassador Hotel, Atlantic 
City. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
toyal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
\ssociation of National Advertisers, 
The Homestead, Hot Springs, Va. 


Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 

ciation, Hotel New Yorker, New 
York 

Sept. 27-29. Annual convention, 


Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Annual Boston Confer- 
ence on Distribution, Hotel Statler, 
Boston. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 


Find 11°, Difference 


The difference between local and 
national rates in leading weekly 
newspapers is 11.72 per cent, a sur- 
“ey made by national advertisers 
for the American Press Association 
shows. 


NEW LINE INTRODUCED 


str 


gs : a 
SLICED STRAWBE 


This label will identify the new line of 

frozen food products just placed on the 

market by National Retailer-Owned Gro- 
cers, Inc. 


Retailer-Owned 
Grocers to Add 


Frozen Foods Line 


Chicago, May 17.—Entry into the 
frozen foods field, promised at its 
January convention here, was an- 
nounced today by National Re- 
tailer-Owned Grocers, Inc., an or- 
ganization representing 21,000 re- 
tailers. The new NROG line will 
be sold under the brand name, 
“Dawn Fresh,” and will comprise 
vegetables, fruits, fish, sea foods, 
fowl and meat. 

Harold Sweeney, NROG advertis- 
ing manager, said that the organ- 
ization expects about 3,000 retail- 
ers in Midwest and Eastern states 
to take on the line. Newspaper 
mats, posters and consumer book- 
lets are being distributed to these 
retailers by NROG headquarters 
here. 

Following preliminary announce- 
ment of the move at the organiza- 
tion’s convention, conferences were 
held with retail groups throughout 
the country to develop further plans 
for addition of the line. Experi- 
mental introduction of frozen foods 
in several test areas, Mr. Sweeney 
said, showed that addition of this 
new line had little effect upon sales 
of canned goods. Results of these 
tests, he added, seem to indicate 
that frozen foods bring additional 
customers into the store, rather 
than simply providing another type 
of purchase which might affect 
sales on standard products. 


Honor Gregory Heads 
Cleveland Women 


Honor Gregory, president of 
Gregory & Bolton, has been elected 
president of the Women’s Advertis- 
ing Club of Cleveland. 

Madeleine Boccia, Fort Massac 
Chair Company, is vice-president; 
Gertrude Hill, Buehler Printcraft 
Company, treasurer; Laura Scott, 
R. L. Polk & Co., corresponding 
secretary, and Dorothy Messing, 
Marshall Drug Company, recording 
secretary. 


Heads Miami Club 


George W. Thorpe, advertising 
manager of the Miami Daily News, 
has been named president of the 
Advertising Club of Greater Miami. 
Al Pierce and Willis W. Hall were 
named vice-presidents, and L. L. 
Zimmerman, secretary and treas- 
urer. 


ALWAYS 


THE FINEST 
AT 


FAITHORN 


FINEST ENGRAVING 

FINEST TYPOGRAPHY 

FINEST PRINTING 
You can use one or all— 


just os you wish, but all 
ore here, ready to serve 


Today there's a one best way in every- 
thing. Faithorn COMPLETE SERVICE offers 
you the best way to produce the mechan- 
ical requirements of your advertising 
© —(1) ad-setting, (2) engravings and 
(3) printing—all under ONE roof. Only 
ONE contact and ONE order necessary. 
Faithorn can save you TIME, TROUBLE and 
MONEY. Exceptionally well fitted to sub- 
mit ideas, write copy, prepare sketches 
and typographic layouts. Try us soon ! 


FAITHORN CORPORATION 


PRINTING 


you... Speed, economy 


Ad-Setters - Engravers - Printers 


ond satisfaction assured. 


504 Sherman St.,Chicago Phone Web. 7820 


DAY AND NIGHT SERVICE 


Sill to New CBS Post 


Jerome Sill, formerly in the sta- 
tion advertising department of the 
radio sales division of Columbia 
Broadcasting System, has been ap- 
pointed to the new post of director 
of promotion of radio sales. Mr. Sill 
will work with managers of the ten 
Columbia owned stations repre- 
sented by this division on the or- 
ganization of data to meet individ- 
ual clients’ marketing and adver- 
tising problems. 


Meermans Moves 
Meermans, Inc., Cleveland agency, 


Young aviation enthusiasts tune up their craft 
at a Tribune-Telegram Youth Activities event. 


IXTY-FIVE squadrons, with a member- 
ship of 1,448 air-minded boys, com- 
prise the Intermountain Aviation Club, or- 


ganized and sponsored 
Tribune-Telegram. 


On Sunday, May 21, this club held a contest 
for rubber-powered and gasoline-powered 
model planes, with entries from cities within 


a radius of 150 miles. 


This is just one of several Tribune-Telegram 
Youth Activities Clubs. 
programs include instruction in tennis, golf, 
swimming, music, handicraft arts, first-aid 
and other supervised subjects appealing to 


young Americans. 


It is just one example of the way in which 
these newspapers have put their roots down 
in the field of the Salt Lake Market Area. 


In the first four months of this year, Tribune- 
Telegram reader response brought 75,421 
telephone inquiries; 20,665 orders by mail 
or in person for patterns, leaflets, booklets; 
17,213 participants in Youth activities; 


The Salt Lake Tribune Sa lt L 


ONE |, 
_ UNIFIED 
-*BIG CITY'™ 
MARKET | 


Start Typographic 


Lecture Series 


The 1939 lecture series of the 
Society of Typographic Arts, Chi- 
cago, began May 17, with two ex- 
perts discussing typography. Subse- 
quent weekly lectures will cover 
posters, art and selling. 

All will be held at Fullerton Hall 
in Chicago Art Institute. The price 
for the series is $1. 


Faulkner to McGrath 


Emmet G. Faulkner, formerly 
with Collins & Alexander, has 
joined the sales staff of McGrath 
Engraving Corporation, Chicago. 


by the Salt Lake 


In addition, the 


52,459 


MORNING AND SUNDAY 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


Color Representatives: 
Member, ASSOCIATED WEEKLY 


Elliff Joins 
Stewart-Warner 


Joseph C. Elliff, who recently re- 
signed as Western manager of The 
Saturday Evening Post, has joined 
Stewart-Warner-Alemite Corpora- 
tion, Chicago, as assistant to Frank 
A. Hiter, vice-president and general 
sales manager. 


Fidelio to Dillingham 

Fidelio Brewery, Inc., New York, 
has appointed Dillingham, Liver- 
more & Durham, New York, to di- 
rect promotion of McSorley’s cream 
stock ale and beer. 


Reader response by the basketful! 


participants in other pro- 


motion activities. 


Such reader interest, coupled with 
the fact that the Tribune-Tele- 
gram substantially serves a four- 
state market of nearly a million 
people, makes it a natural, logical 
"A" schedule medium for alert 
advertisers. 


ake Telegram 


EVENING ONLY 
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Buffalo Consumer Man's Last Paradise MAY ADVERTISING LINAGE IN FARM PAPERS 
Poultry and Poultry and 
Invaded by Broadcasters oultry an oe eivestonk 
ort Werth, Tae, May iF —omagnereial DR Gane ata ane aig TT aT) 
’ 
on erence {1} It used to be that a man went Pages Lines Pages Lines Lines’ Lines Pages Lines Pages Lines Lines Lines 
fishing either to get away from Monthlies California Cultivator... 26.4 1S.786 1 aati fr 160 
his business or from his wife *American Cotton Dakota Farmer ....... 12.9 9,967 12. , 1,009 
. ie GND -£4554009%604 33 1.886 1.3 912 The Farmer (General i 
Stress Coo eration Now he may only be partici- American Fruit Grower 17.8 7,991 18.8 8,475 Edition) .....-...... 5.6 20,008 “8 10.083 a 2737 ff 
p pating in a radio broadcast, | American Poultry Jour- ia os ase aks |e 
especially if he is headed for Eastern Edition . 8.0 3,453 11.2 4,805 2,832 2,788| Kansas Farmer .... .. 13.0 9,877 16.7 11,899 935 zany 
° Eagle Mountain Lake near Arkansas Farmer .. 4.6 3,479 3.9 2,958 214 168| Michigan Farmer...... 17. 3,566 4 14, ; 2,935 
Business, Government here. Wolf & Klar, local sport- Breeder’s Gazette .... 9.9 4,474 9.1 4,100 3,443 1,982] Missouri Ruralist...... 11.2 b8,479 14.3 banera aoe 151 
. : . ’ California Citrograph.. 20.6 13,864 24.3 16,347 oeee .... | Nebraska Farmer...... 23.9 17,370 28.1 20,4 R 1,414 | 
and Educational Lead- ing goods company, last week Capper’s Farmer ..... 31.4 21,353 30.9 20,981 364 396 tAverage 4 Editions. 27.2 19,792 28.8 20,958 2,038 1,428 
ste ds hi f i *Carolina Co-operator 12.1 5,068 12.1 5,082 eeee ....| New England Home- 
p started sponsorship of a oe | gceuieenen 46.4 316518 38.5 26,189 905 a" ie Gee 21.1 14,759 22.4 15,653 3,317 007 
ers on Frogram of broadcasts from that angler’s | Gountry Home ........ 18.3 12421 23.4 16,878 576 723| Ohio Farmer .......... 19.0 14,566 19.9 15,305 1,603 1,333 
aradise in which Zack Hurt F Zz al & Farm- Oregon Farmer ....... 20.1 15,217 22.7 b17,198 141 105 
oe P ast f Stati KFJZ. a Wite eee ee 6 wee 41.7 17,894 28.4 12,203 826 839| Pennsylvania Farmer.. 17.9 13,711 21.2 16,308 3,787 3.676 oy 
Buffalo, May 17.—A realistic pro-| sportscaster for —: > | warm & Ranch.. 21.4 16,163 18.7 14,113 1,458 1,675| Prairie Farmer: ce 
gram of cooperation in regard to conducts interviews with the *Florida Grower .. 1.4 af0%8 862 GEM cis ead Illinois & Indiana Ed. 26.2 19,046 + 8,706 1.090 1,363 
advertising and selling practices| anglers from a boat equipped | ‘Hoosier Farmer . 16.0 7,200 16.7 7,600 — mew | sneaiae a a oS : a1 + 
: . : : t*Idaho Granger ...... 5.4 5,893 6.2 6,748 allaces armer ; 
beneficial to both business and the| Xv mobile unit intercepts the | “guts "Jonmnai v7 1802 860 1008] waehinaton Farmer... Goa Ggase ate iene “ta ae 
‘ ‘ : : mopue unl interce e H Journal ...... 7.0 5,524 . ,592 ,05 ashington cece 20, ’ 21. , 1 
consumer is the major objective of becudenat tal selnee rr Fort ‘catinas thee Wisconsin Agriculturist 20.8 16,299 19.3 15,114 2,400 3,327 Fs 
the Business- Consumer Relations ‘ ee errr 3.2 2,359 4.7 3,422 See - 
Conference to be held here June 5-6 Worth studios. And though the Nation’s Agriculture... 4.9 2,184 6.2 2,796 Total Group ........ 308,978 . 310,855 36,445 35,538 —- 
, : fish haven’t been told, they are |*New Jersey Farm & Weeklies (April) v 
under sponsorship of the National F ERE caicacnce pens 15.3 6,896 12.6 5,681 1,702 1,674 B 
B.. P , expected to perform at their : - (Four issues unless otherwise noted) B 
Association of Better Business Bu- ; ‘‘ ; Ohio Farm Bureau Capper’s Weekly....... 3.1 c6,919 2.9 6,584 3,012 1,16) 
RE best from 2:15 to 2:45 each eer 11.5 5,180 12.2 6,498 179 108 | nairyman’s L © & & & © ¢ 
reaus and 100 other organizations. Saturday, that being the time | Poultry Tribune: a : —T EE eee hetiecs aks 6.1 3,706 7.5 ©5470 458 655 fm 1 
Speakers have been drawn from of the broadcast . ee ae ee . 11.9 §,125 11.5 4,932 2,67 836 Pacific Rural Press: ; . 
; oy . ogressive i Northern Edition.... 36.1 27,265 38.3 28,981 1,909 8.34 
the ranks of experts in publishing, "Southern Ruralist: oot , 
Sai _ ser wn Southern Hdition.... 31.4 c23,723 34.8 26,293 1,944 8,43) DP 
advertising, government and educa- Carolina-Va, Edition. 25.6 18,626 24.6 17,866 494 442) 411) Baitions ....... 29.7 22,438 33.0 24,956 1,909 8 345 qd 
: Georgia-Ala, Edition. 25.6 18,623 23.1 16,837 285 324 Semi-Weekly Farm News: re 
tional fields. Also scheduled are} of the Advertiser to the Consumer.”| Kentucky-Tenn. Ed.. 24.8 18,081 23.8 17,357 467 460| “Friday Eéition...... 2.5 46,973 2.7 6,436 395 1 B 
several addresses by leaders in the} Three speakers well known in| Mississippi Edition... 26.1 10.008 oes nose 621.—«saog |. Tuesday Edition... 15 3491 1:8 c43100 443 
; . , . . ‘ exas E eer - ’ ° ’ , 
consumer education movement, with | their respective fields will collabor-| +an maitions ....... 22.9 16,648 20.1 14,645 149 oa renee. sees 11.9 10,000 ‘ A 
much of the first day’s session de-|ate in a symposium on “What Busi- ne. 7 ms Sie OL eee «(sce (gn Wee Seams Cis ; 
y i i ‘ ral Progress ...... ‘ ° ° ° ’ a at 
voted to this topic. _, _|ness Is Doing.” They are Edward] southern Agriculturist. 12.6 8,825 13.5 9431 267 164] , Stars ‘<< Sélie eho «te sae 
Sterling Graham, advertising|M. Kirby, director of public rela-| southern Planter ...... 13.0 9,130 13.0 9,103 855 627 sooee Bs , ane fe Lee . 
manager of the Cleveland Plain|tions for the National Association | Successt™4! Farming ... 89.3 17,699 41.0 18,470 633 586 Petal Group . ~~ 101,639 107,302 10,423 20,685 Pe \ 
. . , j e )! 
Dealer, will deliver the keynote|of Broadcasters; Louis E. Kirstein, bal omnes eee” 4a 4970 87 4098 «(190888 Dailies (April) re 
address. Among those who will|chairman of the board of the Sa. *chi Daily Drov- : ¢ 
discuss current developments in . j . Total Group .. . 315,474 . 303,473 20,280 18,708 cago ally r ' . : R 
r Pp American Retail Federation, and] gemi-monthlies ers Journal ......... 14.9 31,646 12.4 26,342 6,336 7.259 0 & 
this field are Walter D. Fuller,| Harold W. Brightman, chairman of (April) *Kansas City Daily : " . 
president of the Curtis Publishing |the poard of trustees, National Con- | *C#!!formia Grange News 7.8 12,432 6.3 10,080 .... —.... |_| Drovers Telegram... 15.5 33,018 15.0 31,977 4,923 3,237 }, 
Compan whose subject is “Con Ae Farmer-Stockman . 19.2 14,520 22.1 16,729 1,366 2,230| *Omaha Daily Journal- B 
pre ae led . ae O ' ~|sumer-Retailer Council. Informal} woara’s Dairyman.. 24.2 17,617 19.9 14,487 2,398 2,454] Stockman .......... 17.9 38,178 14.6 31,076 7,634 63308 — 
§ nowledge an pportu- | discussion. led by representatives of | Missouri Farmer .. 9.6 7,520 12.8 10,058 724 312] *St. Louis Daily Live 
nity,” and B. W. Keightley, adver-| hy d Ae - and Montana Farmer ...... 17.8 13,486 17.9 13,536 734 1,607 Stock Reporter .. 15.0 31,870 13.5 28,822 4,308 4,741 - 
tising manager of Canadian Indus- CONSUMES, ecucation an govern- *Oregon Grange Bulletin 13.5 14,644 15.4 16,755 ooee ooee ee a eee ere ae . 
an as, whe wk seam tel ae we Sane Sate atin, | Oe ei Haein 2 oa io. - 
: ° ‘ s imilz ; ; Western Farm Life.... 15.8 12, : ’ —— ed 
conference on “The Responsibility Similar symposiums will be de- — Petetc — *Figures provided by publisher. ti 
voted to discussions of “What Con-]| Total Group ........ . 103,356 . 107,071 6,033 7,487] Not included in total. “ 
‘ . . » 66 P Bi-Weeklies (April) tApril—not included in total. Si 
ae ea Want, és What Educators (Two issues unless otherwise noted) a—New York World’s Fair Special issue. R 
Are Doing” and “What Government | , merican Agriculturist 22.4 b16,289 16.7 12,143 3,209 2,187| b—Three issues. | 
Is Doing.” Arizona Farmer ...... 26.2 b20,562 16.5 12,963 48 334 c—Five issues. : P 
Among those to appear on these —= — : i 
; ; ! T 
sections of the program will be . Shi N A S d Ad d P 
Anna Steese Richardson, director of Farm Monthlies pper Names agency nyaer vance t! 
the consumer division of Crowell a - ~ Moore-McCormack Lines, Ine.,| _ C. A. Snyder has been appointed R 
Publishing Company; Ada Lillian Show 4 % Gain 1M | New York, has named Kelly, Nason| director of radio for J. Stirling} | 
Bush, Bureau of Foreign and Do- a & Winsten, New York, to handle the | Getchell, New York. He was for- 1 
prey advertising of the American Scantic | merly an executive on the Socony- | © 
mestic Commerce; Joh ‘ ss L f M : ; : : : 
director of the Fahey Race me inage or ay Line, to Scandinavia and Baltic | Vacuum Oil Company account, and 
tay Se Ste hens Coll i New York, May 16.—Halting aj countries, and the American Repub-| will be succeeded by Robert ; F 
. a See Se | Conard spiral that has continued | lics Line, to South American ports. | Reynolds. , = 
for 16 consecutive months, the May r 
ing al in farm monthlies, re- \ 
© CUUVTETAETETDEERENDORONUEAOGOOUUUTEDEELERUAERUNUECUUAGCUUOTEROGEROREEEUOUOOUUU OUD TOEREREOEEROOCON ATU OUODETELEROANEEONESTE © one ‘che by Publishers’ Infor I 
= Z Zige CO GO ZO ay OEP” RA mation Bureau, showed a 4 per cent 
_ LA Sc s 4 * ° ~ 
= ae gain over comparative 1938 figures. 
7 This month’s total was 315,474 as G 
compared with 303,473 last year. ’ r 
Only one of four other farm > 
= 


paper classifications, reporting April 
linage, was able to show an in- 
crease. This group was the dailies 
with an April total of 134,712 as 
compared with 118,217 last year, a 
gain of 14 per cent. 


PURSUANT TO EXISTING COPYRIGHTS AND TRADE MARKS 
owned and registered by C 


A daily survey THE LONE RANGER, INC., | | 


shows preference for 


Semi-monthlies carried 103,356 Detroit Michigan 
lines, a decline of 3.5 per cent from My ‘ ‘ : n 
thi h the 107,071 reported at this time} @nd for the further protection of its radio sponsors, motion i 
last year. Bi-weeklies carried 308,-| picture licensees, comic strip licensees, and also those licensees a 
é IS great ome Paper 978 lines as compared with 310,855} manufacturing and distributing the many articles of LONE : 
in 1938, a decline of 0.6 per cent. RANGER merchandise, we issue the following notice: 


Weekly farm papers reported a 
total of 101,639 lines, a drop of 5.3 
per cent from the 107,302 carried in 
April, 1938. Figures and page totals 
for the individual papers are shown 
in the accompanying table. 


For over fifty years, people in 
Toronto have shown a preference for 
The Evening Telegram for their Want 
Ads. For three generations this great 
newspaper has carried more classified 
advertising than any other Canadian 
paper. 


No house-to-house canvass could pro- 
vide more convincing evidence of the 
result-getting power of a newspaper— 
and the survey is as up-to-the-minute 
as the last issue of the paper. Toronto 
consumers are Telegram conscious, and 
no selling campaign can be complete in 


WARNING IS HEREBY GIVEN THAT 
ANY PERSON, 
FIRM, OR CORPORATION, 
who shall in any manner whatsoever, directly or indi- t 
rectly, use or permit to be used the title, the characters, ¢ 
or names of any characters, appearing in THE LONE 
RANGER radio, motion picture, or comic strip adventure 
serials, entitled ‘*THE LONE RANGER”’, or 


who shall cause or permit 


ANY IMPERSONATIONS 
of the characters included in the dialog of the said ““THE 
LONE RANGER,” including Tonto and Silver; or who shall 
in any manner use commercially THE LONE RANGER’S 


UUGAREVOTEUO CHEER UADUEUCOEEUGROGGORD ERGO DRCGUDEUERDO RAND ORUDOC CREA EREE OOD 


’ 
i 


eaUUOeEU aA TeTaNE 


Milwaukee Unions 
Acquire “Evening Post” 


Milwaukee unions affiliated with 
the American Federation of Labor 
have acquired ownership and active 
control of the Wisconsin Guardian 
Publishing Company, publisher of 
the Milwaukee Evening Post. 

New officers and board of direc- 


rT 
rf 


Canada’s richest market without it. tors are Herman Seide, general sec-| distinctive call, ‘““Hi-Yo Silver’: 
Undoubtedly retary of the Milwaukee Federated| And any person who in any manner impersonates THE LONE 
Trades council; August L. Guis,} RANGER or any of the surrounding characters 
; TORONTO IS A “TEL 0 Y Milwaukee Typographical Union; . 
*: a TELEGRAM” CIT Fred Steffes, Brewery Workers WITHOUT 
ao 6 Union; William Nagorsne, Auto 
— Truck Drivers’ waien: Otto Jiri- SPECIAL PERMISSION 


kowic, Metal Trades Council; Peter 
T. Schoemann, Building Trades 
Council; Theodore Sweers, Web 
Pressmen’s Union; A. R. Bower and 
Elmer Krahn. 


Silverman in New Post 

Frederick S. Silverman, formerly 
sales manager of Chin & Lee Com- 
pany, New York, and previously on 
= the sales promotion staff of Cudahy 
Packing Company, New York, has 
been appointed assistant promotion 
director of the Hobby Guild of 
America, New York. 


of the undersigned, the copyright proprietor, will 
be prosecuted to the fullest extent of the law. 

This warning is directed against and includes so-called 
personal appearances of spurious LONE RANGERS and_ or 


any masked persons impersonating THE LONE RANGER 
and /or Tonto. 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada. 


TORONTO CANADA 


New York: Dan A. Carroll 


Chicage; John BE. Lutz 
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THE LONE RANGER, INC. 


By: Geo. W. Trendle 
President 
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ADVERTISING AGE 


Ma 
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The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge §$1. 


“Representatives Wanted,” and 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


Write for folder describing discounts for term insertions. 


POSITIONS WANTED 


HELP WANTED 


22-yr. old university graduate, experi- 
enced at writing radio commercials 
and creating layouts, available June 7. 
Well? 

Box 1765, ADVERTISING AGE, Chgo. 
EXPERIENCED ADV. EXECUTIVE 
Thirteen years successful advertising 
and sales promotion. Want position 
with manufacturer, store, agency. 
Have unusual ability to plan and pre- 
pare complete campaigns, catalogs, 
displays and selling tie ups. Fine 
references. Moderate salary. Age 32. 
Box 1766, ADVERTISING AGE, Chgo. 
I'm poor in pocket, 

I'm rich in mind, 

Am capable young copywriter, 

With a mind worth your time. 

Box 1767, ADVERTISING AGE, N. Y. 


ARTIST 


Versatile. Agency experience. Com- 
prehensive layouts, finishes. Ideal man 
for medium sized agency, manufact- 
urer, lithograher. Address 

Box 1768, ADVERTISING AGE, Chgo. 
COPYWRITER. The world doesn't owe 
this copywriter a living but it owes 
him the right to earn one, Job wanted. 
Box 1771, ADVERTISING AGE, Chgo. 
Like to sny HAPPY BIRTHDAY? 
Everybody likes to hear that. Today’s 
my 23rd birthday and I'd like most to 
hear you've got a new job for me. I've 
over 2 years’ experience copy, layout 
and production as advertising mer. 
for industrial concern—will consider 
anything with future. Let me send 
samples. 

Box 1769, ADVERTISING AGE, Chgo. 
ENERGETIC WOMAN LARGE EX- 
‘-ERIENCE IN SELLING AND SALES 
LOMOTION, SEEKS SELLING POSI- 


I 

TION HANDLING MARKETABLE 
PRODUCT. CAPABLE OF MANAG- 
ING SALES STAFF 


Box 1770, ADVERTISING AGE, N. Y. 
GOOD COPY BUILDS BUSINESS 
A “born” advertising man, 25, offers 
his ability to mail-order firm, mfg. or 
agency requiring better-than-average 
writer of copy that must sell. Suc- 
cessful record, exc. refs. 
Box 1772, ADVERTISING AGE, N. Y. 
~ REPRESENTATIVE AVAILABLE 
Ad salesman, news reporter, feature 
writer; 18 years exp. technical mags. 
Desires Philadelphia area for good 
ational trade journal. 
Box 1764, ADVERTISING AGE, N. Y. 
__ HELP WANTED 
Growing Agency will make exception- 
vy attractive offer to account execu- 


who can produce. Dun rating. A 
N. BAKER ADVERTISING AGENCY, 
Inc., 189 W. Madison, Chicago. 


Experienced man under 40 to act as 
editor of hardware trade publication. 
Should have had several years’ experi- 
ence with some hardware paper. 
Kindly send complete details. 

Box 1773, ADVERTISING AGE, Chgo. 


Man efficient and capable to assist in 
promotion of Company manufacturing 
highest qualit cosmetics. Selling 
their merchandise by National Adver- 
tising, through contest plans. Liberal 
commission to real producer, together 
with executive position with the Com- 
pany when financing program has 
been completed. Write. 

Box 1745, ADVERTISING AGE, Chgo. 


MISCELLANEOUS 


LEARN ADV. AGENCY METHODS! 

Send $2.00 for 25 different printed 
forms used by adv. agency PLUS 
TWO used job env. (as is) whose con- 
tents and itemized entries reveal how 
incorporated agency, now bankrupt, 
charged clients for work and mate- 
rials. Excellent study material for 
adv. classes, agencies, advertisers, 
elub groups, and printers. <A. G. 
Fegert Adv. & Editorial Service, 161 
W. Harrison St., Chicago, Il. 


Wanted—Copies of January 9, 


1939, 


issue of Advertising Age. If you have 
a complete copy of that issue send it 
with your name and address to Ad- 
vertising Age, 100 E. Ohio St., Chi- 


cago. Ten cents will be mailed to you 
promptly. 


LETTERS—LISTS—REPORTS 


Sales letters that “tell & sell’” com- 
posed to fit F.T.C. regulations. Mail- 
ing lists (new) compiled to fit sales- 


plans. Special personal reporting 
service on any Washington activity, 
statistical or representative. Write 
for valuable information No. 47. Ex- 
ecutives Promotion Service, Wash- 


ington, D. C 


EXTREMELY LOW COST 

process reproduces “direct from your 
copy” without necessity of costly 
typesetting and cuts. 
Perfect for all sorts of illustrated ad- 
vertising material, bulletins, broad- 
sides, testimonials, charts, diagrams, 
etc., etc. 

Short runs no penalty. 
Any size can be furnished. 
500 COPIES (8%”x11") $2.63 
Additional hundred copies only 
Quantity buyers allowed discount. 

Send for free informative book. 
Laurel Process, 480 Canal St., N. Y¥. C. 
A trained salesman will call in New 
York City and Metropoitan Area. Just 
phone WAlker 5-0526. No obligation. 


22c 


Gets Industrial Account 

The industrial division of Conti- 
nental Roll & Steel Foundry Com- 
pany, East Chicago, Ind., manufac- 
turer of industrial stokers and 
metal buffing, cleaning and polish- 
ing equipment, has _ placed its 
account with Advertising Producers- 
Associated, Chicago. Business pa- 
pers will be used. Lou W. Kreick- 
er is account executive. 


— ——_ 


Compton Gets Wheatena 


_Wheatena Corporation, Rahway, 
N. J., has named Compton Adver- 
using, New York, to direct its ac- 
count. 


Blue Moon Cheese 
Plans Campaign 

Blue Moon Cheese Products, 
Inc., Minneapolis, will inaugurate 
a newspaper campaign in Milwau- 
kee and other Wisconsin cities 
May 22. 

C. Wendel Muench & Co., Chi- 
cago, is the agency. 


Rambeau Moves 


William G. Rambeau Company, 
Chicago radio representative, has 
moved from Tribune Tower to 360 
N. Michigan avenue. The new tele- 
phone number is Andover 5566. 


ing costs. 


today! 


“a 


- 
FREE IDEA KIT 
FOR PRINTING BUYERS 


New portfolio just released by Rapid 
Copy offers money-saving information 
about savings through PLANO. 
GRAPHY, the modern way to cut print- 


Write or phone for your free copy 


0 


TS ERUITE CO 


173 W. MADISON ST. 
Phone STAte 5977 
CHICAGO 


FIC Acknowledges 
Self-Regulation 
by Advertisers 


(Continued from Page 1) 


the manufacturer to protecting the 
consumer, Dr. Cullen asserted. “It 
seems to me that in many instances 
the commission’s demands upon the 
copywriter are unreasonable. To 
prepare language that cannot be 
criticized by either the so-called 
consumer groups or the so-called 
scientific man is impossible.” 

He pointed out that while state- 
ments which might mislead the con- 
sumer should not be used, “almost 
any statement is capable of two or 
more interpretations, and which in- 
terpretation will be placed on the 
statement depends on the training 
of the reader.” 

Dr. Cullen also took exception to 
many statements attributed to Dr. 
K. E. Miller, senior surgeon of the 
U. S. Public Health Service and 
medical advisor to the FTC. Dr. 
Cullen claimed that many of the 
products called dangerous by Dr. 
Miller are beneficial constituents of 


proprietary products, when quantity 
and dosage recommended by the 
manufacturer are followed. 


NBC Promotes Ken Dyke 
To New Promotion Post 


Ken R. Dyke, Eastern sales man- 
ager, National Broadcasting Com- 
pany, has been appointed to the 
new post of director of national 
sales promotion. He will supervise 
all general research, advertising 
and sales development activities. 
I. E. Showerman, assistant Eastern 
sales manager, succeeds Mr. Dyke. 
E. P. H. James will continue as ad- 
vertising and sales promotion man- 
ager. 

Mr. Dyke joined NBC in March, 
1937. Previously he had been gen- 
eral advertising manager of Col- 
gate - Palmolive - Peet, Jersey City, 
and vice-president in charge of 
sales promotion of Johns - Manville 
Corporation, New York. 


Buys “Ludington News” 


Harold P. Furstenau, co-publisher 
of the Herald, Shorewood, Wis., has 
become owner and publisher of the 
Daily News, Ludington, Mich., suc- 
ceeding J. A. MacFarland, retired. 


“Bulletin” to Woodward 


The Philadelphia Bulletin has 
appointed John G. Woodward, Inc., 
as its national advertising repre- 
sentative on the Pacific coast. 


communicate with 


ST. LOWIS 


Publishing Innovation 
for “House Beautiful” 

A new publishing schedule has 
been announced by House Beauti- 
ful to tie in with “peak selling” 
seasons throughout the year. The 
magazine will continue to appear 
12 times a year, but on the follow- 
ing basis: 

The first number 


will appear 
June 20, and will be designated 
the July-August issue. A Septem- 


ber issue, to appear Aug. 25, will 
be devoted to fall building. Four 
additional fall issues will follow, 
the last of them, dated January, 
scheduled to appear Dec. 13. Four 
issues will cover the months of 
February, March and April. The 
May and June issues will round out 
the year. 


Form Sohn-Judson 


Sohn-Judson, advertising and 
sales promotion service, has been 
established by Lee Sohn, formerly 
with Harry Latz Service, and Ar- 
thur A. Judson, formerly with 
Fletcher & Ellis, at 55 W. 42nd 
street, New York. 


Fould’s to Hoyt 


Grocery Store Products Company, 
New York, has appointed Charles 
W. Hoyt Company, New York, to 
handle the advertising of Fould’s 
and Golden Age macaroni, spaghetti 


S: a] rons 


THE TREND TODAY IS 


B. F. GOODRICH CO. (Sport Reviews) 
INTERNATIONAL SHOE CO. Peters Branch (Jimmy Allen) 
KROGER GROCERY & BAKING CO. (Secret Diary) 
JOE LOWE CORPORATION, Popsicle (Buck Rogers) 
PROCTER & GAMBLE (Gospel Singer) 

ST. LOUIS INDEPENDENT PACKING CO. (Baseball-Play-By-Play) 


HOTEL CHASE 


NEW YORK °« 


At times, the very nebulous mass of advertising thinking takes definite form. 


In St. Louis it is shaping up nicely''"—at least may we be pardoned for think- 
ing so! 


One astute advertiser after another follows the K W K route to in- 
creased sales in this market and during the last two months we have welcomed 
such National Spot program sponsors as: 


Reasons for their choice of K W K are available at any Raymer office, or 


Thomas Patrick, Incorporated 
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> ST. LouIS 


Representative 


PAUL H. RAYMER CO. 


CHICAGO « 
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Distribution Enigma Holds 
Monopoly Hearing Stage 


Washington, D. C., May 18—A 
review of the hearings conducted 
last week by the Temporary Na- 
tional Economic Committee reveals 
that this august body has possibly 
rushed in where angels fear to 
tread in seeking answers to ques- 
tions that may still be on hand to 
puzzle economists of the millenium. 

The discussion relating most spe- 
cifically to advertising had as its 
participants Jerome W. Ephraim, a 
New York manufacturer of tooth- 
paste; D. E. Montgomery, consum- 
ers’ counsel of the Agricultural Ad- 
justment Administration, and 
Senator O’Mahoney, committee 
chairman. 

It ended in a draw, but nonethe- 
less brought to light a few of the 
perplexities confronting those who 
seek to discover what advertising 
has done for—or to—the consumer. 

Mr. Ephraim’s problem, as given 
the committee, was that while he 
manufactured a quality toothpaste, 
acceptable to both the government 
and the American Dental Associa- 
tion, he was not able to crack the 
national market. This, he indi- 
cated, was because 10 leading 
brands now control 90 per cent of 
the total toothpaste volume, through 
expenditure of large sums for ad- 
vertising. 

A summary of the _ testimony 
given by Mr. Ephraim and the ques- 
tions asked by both Mr. Montgom- 
ery and Senator O’Mahoney poses 
the general problem as this: Has 
the power and plentitude of adver- 
tising served to substitute other fac- 
tors than price and quality as those 
most important for purchasers’ 
comparisons? Mr. Ephraim’s prod- 
uct has been approved by the den- 
tists’ association and has been pur- 
chased by the government on 
several occasions. The latter orders 
have been obtained through the 
usual process of submitting sealed 
bids. Thus, Mr. Ephraim points 
out, his product may be said to 
qualify on both quality and price. 


No Advertising, No Market 


Yet because the more established 
manufacturers have and are spend- 
ing “millions” for advertising they 
have gained a dominant position 
on the national market. Mr. 
Ephraim hasn’t the money for an 
extended campaign, thus his sales 
are comparatively limited. 

In his view, however, consumers 
are the sufferers They are unable 
to buy his product because they 
don’t know about it and because it 
isn’t nationally available. Thus, ac- 
cording to Mr. Ephraim, they are 
paying more for other products 
which, while good, are not as good 
as Mr. Ephraim’s. 

He says that he has no quarrel with 
these manufacturers, nor any com- 
plaint as to their advertising budg- 
ets. He does indicate, however, 
that much of this advertising has 
tended to make other factors more 
important in purchasing toothpaste 
than standards of quality and price. 

To quote Mr. Ephraim: “Through 
the constant hammering away over 
a period of years, and the expen- 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash S655 
CHICAGO 


diture of large sums of money, cer- 
tain nmames become household 
words. If you were called upon 
to name these 10 toothpastes, you 
could probably do it very quickly. 

“Each of these toothpastes, for 
example, is sold on sales appeals of 
various kinds. One is sold on the 
basis of correcting acid mouth, a 
very successful sales appeal. From 
the point of view of a manufacturer, 
it doesn’t matter whether or not 
that product is good, bad or indif- 
ferent. But as for my coming along 
and competing with that person, I 
am in no position whatever to com- 
pete, because it is entirely on this 
basis through these outlets I have 
indicated to you before, of the ad- 
vertised brands having something 
like 90 per cent of the business.” 

The results of this discussion, 
ending in a rather nebulous fashion, 
emphasize divergent views. Senator 
O’Mahoney asserted that aboli- 
tion of advertising would not cor- 
rect the problem facing Mr. 
Ephraim now. Both the latter and 
Mr. Montgomery agreed that they 
had no desire to abolish advertis- 
ing. 

They indicated, however, that if 
establishment of a quality standard 
was a prerequisite of advertising, 
then advertising would at least be 
less costly to newcomers such as 
Mr. Ephraim. 


Recalls Story on Teel 


Interesting in the light of this 
monopoly committee hearing and 
Mr. Ephraim’s assertion that an ad- 
vertising agency had_ estimated 
$100,000 as the cost of a pre-adver- 
tising market survey for his prod- 
uct, is the recent national debut of 
Procter & Gamble Company’s Teel, 
a liquid dentifrice. 

A story in ADVERTISING AGE May 
1 announced a national drive for 
this product after “two years of 
research and six months of test- 
ing,” at a cost that admittedly runs 
into high figures. 

This marketing effort was con- 
sidered by company officials to be 
among the most efficient ever placed 
behind its products. However—and 
Mr. Ephraim might be one to dis- 
pute this—company officials were 
also reported to have said that Teel 
would have gained sales without 
any special promotion because of its 
intrinsic merit. 


Sean Credit Problems 


Also of potential interest to 
many advertisers is the consumers’ 
instalment credit problem, outlined 
to the committee by Dr. Ruth 
Ayres, an economist. If the facts 
and figures introduced by Dr. Ayres 
are representative, it appears that 
many consumers, purchasing goods 
on the instalment plan, are paying 
out large sums in carrying charges 
that might otherwise be spent for 
more advertised products. 

Again the discussion centered not 
upon the merit or fault of instal- 
ment purchasing or even upon the 
amount of interest charged, but 
simply on the question of compar- 
ing actual interest rates with those 
under which the consumer thought 
he was buying. 

Dr. Ayres’ testimony was based 
chiefly upon the results of a sur- 
vey conducted in 1936 by the Mas- 
sachusetts Committee on Consumer 
Credit. In making this survey, Dr. 
Ayres said, reports from stores 
known to charge exorbitant credit 
rates were excluded. The survey 
covered approximately 500 transac- 


PORTS AN INCREASE OF 157% 


FISHING FOR MORE BUSINESS.” 


THE CONTEST DEPARTMENT 
THE DARTNELL CORPORATION 


A NEW DARTNELL SUMMER SALES CAMPAIGN 
TO HELP YOU INCREASE SALES THIS SUMMER 


BOB WHITE, SALES MANAGER FOR ECKERSON FRUIT CANNERS 
OVER LAST YEAR'S SUMMER SALES THROUGH 
USING THE 1938 DARTNELL SUMMER SALES CAMPAIGN. DARTNELL HAS DE- 
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COMIC TRADEMARK FIGURES COME TO LIFE 
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The merry little Sunshine bakers are now 
fair, as part of the Loose-Wiles Biscuit 
about to go into action 


performing for visitors at the New York 
Company's exhibit. They're shown here 
behind a mixing battery. 


tions in a variety of products in- 


cluding automobiles, furniture, 
refrigerators, radios and _ other 


household appliances. 

One of these charts introduced 
by Dr. Ayres showed computed or 
actual rates of interest on 106 in- 
stalment transactions in which 
quoted interest was 6 per cent. 


Above 6 Per Cent 


In none of the 106 cases was 6 
per cent the actual amount paid by 
the purchaser. There were two 
cases in which it ranged from 6 to 
9 per cent; 25 in which it was be- 
tween 9 and 12 per cent; 34 in 
which it was between 12 and 18 per 


cent. The balance of the 106 paid 
even higher rates and there were 7 
transactions in which it exceeded 
100 per cent. 

One of the questions asked Dr. 
Ayres was this: “From the point 
of view of the consumer do you 
think that a substantial part of the 
difficulty that you have presented 
would be eliminated in advertising 
consumer credit of this type if the 
lender were required to always 
state the actual interest rate on out- 
standing balances?” 

Dr. Ayres answered affirmatively, 
adding, “Then the consumer can 
judge whether he can afford to pay 


what is actually necessary to pay 


in order to buy the commodity un- 
der those circumstances.” 

L. R. Walker, superintendent of 
the building department of Sears, 
Roebuck & Co., who referred to his 
company as the “nation’s leading 
newspaper advertiser,” also ap- 
peared on the stand during the 
week. 

Although most of the questions 
asked Mr. Walker dealt specifically 
with the establishment of “under- 
standable” standards in such prod- 
uct as furnaces, he also indicated a 
belief that a better understanding 
by consumers of product standards 
in general would help the latter 
to achieve substantial savings. 

Recalling testimony of the pre- 
vious day on the toothpaste situa- 
tion, Mr. Walker said, “We sell 
drugs made by the same manufac- 
turer that makes the advertised 
drugs. For example, we have a 
toothpaste for 19 cents that is the 
same toothpaste that is sold in our 
store under different brands for 
around 49 cents, but the consumer 
buys the 49-cent brand generally 
from her store. 

“You just can’t stop advertising 
and the effects of it; and if the con- 
sumer knew the standards, I would 
say that in many of the products 
he buys he would save, oh, 25 per 
cent at least.” 

Mr. Montgomery asked, “The 
point is that the consumer doesn’t 
know that the 49-cent toothpaste 
and the 19-cent toothpaste are the 
same?” 

“No,” Mr. Walker replied, “and 
we can’t tell him.” 

Mr. Walker added, however, that 
in addition to telling consumers that 
these two products were the same 
it would probably take an “educa- 
tional campaign” to fully put over 
the impression. 
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ADVERTISING AGE 


Charges Aviation 
Advertising Trails 
Technical Progress 


(Continued from Page 1) 


“The first and most important 
sale that any advertising man has 
to make is an internal one, in his 
own company. Some of our adver- 
tising friends often tell us that sell- 
ing the public is a ‘pushover’ when 
compared with the job of selling 
the management and the board of 
directors.” 

Aviation promotion differs from 
that of other products, the airline 
executive pointed out, in that it has 
been perfected far beyond what the 
consumer demand warrants. This 
condition had to be developed out 
of capital, not earnings, he pointed 
out. 


First Flight Difficult 


The most difficult job of aviation 
promotion, in Mr. Smith’s opinion, 
is to get people to make their first 
flights. Flying involves a change of 
human habits, one of the most dif- 
ficult problems advertising has to 
solve, he declared. 

“For centuries people have been 
thinking in terms of water and land 
travel. We are faced with the bar- 
rier of old, established travel hab- 
its. Add to that the fear of the 
unknown. And the fear of getting 
off the ground and the tremendous 
publicity given to the hazards of 
flying.” This latter handicap, Mr. 
Smith said, while momentarily 
harmful, at least shows that avia- 


PROGRAM STARS CHAT 


Arthur A. Fisk, Prudential Life Insurance 
Company, who was chairman of the life 
session, chats with C. G. Taylor, vice. 
president, Metropolitan Life Insurance 
Company, one of the principal speakers. 


tion has tremendous news value and 
the industry eventually benefits by 
the publicity. 


Women Don’t Retard Progress 


Mr. Smith decried the widely 
voiced belief that women are re- 
tarding the progress of aviation. 
“We have been told that men do 
not fly because their wives do not 
want them to, but few are the ex- 
amples of a wife being unwilling 
for the husband to make a trip if 
she is invited to go along. 

“Men are often more difficult to 
sell on air transportation than are 
the women. Consider the multi- 
plicity of new things that have been 


adopted by the women in the home. 
Compare that with the number of 
new things that have been adopted 
by men in their office.” 

It is a mistake, he continued, to 
run advertisements and offend suc- 
cessful business men by saying that 
they are old fogies just because they 
will not fly. “A salesman or an 
advertisement cannot argue a man 
out of habits, fear or prejudice. 
There is only one way to overcome 
inhibitions about air travel and that 
is to get people into a modern trans- 
port airplane for their first trip. 
Let them actually experience the 
time-saving and the comfort of this 
new mode of transportation.” 

Mr. Smith said he could see no 
saturation point for air travel. “The 
market is as large as the present 
market that now uses Pullmans— 
and much larger.” Air travel, he 
declared, does not merely mean re- 
placing other forms of transporta- 
tion, but should expand and diver- 
sify travel, just as the automobile 
did when it replaced the buggy. 


Haire Buys Magazine 

Haire Business Publications, 
New York, has acquired Creative 
Design, a publication devoted to 
home furnishing design, decoration 
and merchandising. 


Meissner Names Croot 


Meissner Mfg. Company, Mount 
Carmel, Ill., manufacturer of radio 
and_ television equipment, has 
named Samuel C. Croot Company, 
New York, to handle its account. 


Collins Opens Studio 
Richard Collins, formerly art 
director and production manager 
of Huber & Creeden, Boston, has 
opened his own studio at 185 Ap- 


pleton street, Cambridge, Mass. 
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RANDOM SHOTS AT INSURANCE MEET 


(Top) David C. Gibson, Maryland Casualty Company, and Robert E. Brown, 


At luncheon—Merrill Anderson, Merrill Ander- 
son Company; S. C. Doolittle, Fidelity and Deposit Company; Mike Baxter, Bank- 
ing; Ted Budlong, Loyalty Group; and Dick Budlong, Globe Indemnity. 
Robert A. Laird, Hanover Fire Insurance Company; William J. Traynor, North 
British & Mercantile Insurance Company; and F. Sidney Holt, Aetna Life Insur- 
Douglas Murphy, Metropolitan Life, in a sister act with Mar- 
jorie (left) and Elizabeth Goslin, Insurance Age Journal. 


(Bottom) 


European Business 
Improves Despite 
Series of Crises 


New York, May 17.—Business in 
England has been on the upgrade 
since last November, with the in- 
crease in activity becoming most 
noticeable in April, James H. Mc- 
Graw, Jr., chairman of the board, 
McGraw-Hill Publishing Company, 
declared here today following his 
return from a trip abroad. 

American manufacturers doing 
business in England are sharing in 
the upswing, which includes all 
lines of trade except luxury prod- 
ucts, according to Mr. McGraw. The 
short term outlook is for continued 
expansion, he believes, in view of 
heavy government orders made 
necessary by war preparations. 


Unemployment Drops 


John Chapman, foreign editor of 
Business Week, joined his publisher 
in London on, the final leg of a 
three-month survey of conditions 
throughout Europe. Shortly before 
sailing for home, they interviewed 
Anthony Eden, who emphasized the 
decrease in unemployment during 
the past three months. 

Mr. McGraw stressed that busi- 
ness is booming in England despite 
the heavy investment which all 
companies are making in providing 
air raid shelters in case of war. 
Such work cost Vauxhall, English 
branch of General Motors, a half 
million dollars. These precautions 
are required by the government, 
but must be paid for by each com- 
pany. 

England does not have a case of 
the jitters, in Mr. McGraw’s opin- 
ion, but has determined to meet 
the stern tactics of the totalitarian 
powers with stern reprisals. Eng- 
land expects another crisis before 
the end of May or early in June, 
and English business is prepared to 
withstand a new shock. 


France, Russia Move Ahead 


Mr. Chapman, who visited 
France, Germany, Italy, and Rus- 
sia during his trip, also found 
French business improved. France, 
he said, is calmer than England, 
because of a two-year head start 
in defense preparations. 

American companies doing busi- 
ness in Germany are also prosper- 
ing, he said, but are unable to take 
any of their profits out of the coun- 
try. Russia was pictured as mov- 
ing ahead industrially, with a fa- 
vorable outlook for American trade 
in that country. 


Nine-State Drive 
Marks Debut of 
New Tydol Gas 


(Picture on Page 31) 


New York, May 17.—Tide Water 
Associated Oil Company introduced 
a new gasoline, Tydol Flying A, in 
newspaper advertising in Eastern 
cities this week. Copy will appear 
throughout the summer in 289 
newspapers in nine states. News and 
sport broadcasts over 21 stations 
are being used in support of both 
Tydol gas and Veedol motor oil. 
Outdoor posters are also being used 
throughout the territory. 

Fred B. Henderson, advertising 
manager, said today, that color in- 
sertions are also planned in Col- 
lier’s, Life, and The Saturday Eve- 
ning Post, in addition to a long list 
of farm publications. 

Seven - column announcement 
copy in newspapers heralded the 
new fuel. Copy suggested: “Give 
your car a test flight today with 
Tydol Flying A ... the gasoline 
that tells its own story best.” 


Has Historical Theme 


Veedol copy scheduled to break 
a fortnight hence in magazines 
boasts a historical theme tied in 
with the Pennsylvania origin of the 
company’s gas and oil products. 
Copy offers a reproduction of the 
painting illustrating the advertise- 
ment, “suitable for framing and 
without advertising.” Lennen & 
Mitchell is the agency. 


Youngsters Hear About 
Advertising as Career 


A program which sought to com. 
bat anti-advertising propaganda 
and at the same time analyze op- 
portunities in advertising for to- 
day’s youth was broadcast May 17 
over a 50-station network of the 
Columbia Broadcasting System. 
Young America prepared the ma- 
terial for the broadcast, which was 
a sustaining feature. 

Mark O’Dea, president of O’Dea, 
Sheldon & Canaday, explained the 
workings of advertising during the 
course of an interview with a 14- 
year old boy. Mr. O’Dea painted a 
rosy picture of advertising’s future 
and said the profession was still 
young. 


MOTION-DISPLAYS 
DEMONSTRATORS 


We develop the ideas, 
dummies and all Mechanical Parts 
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. | the electric refrigerators, two of 47 . 2 a ~ 
Urvey EMPNASIZES — 222s now convot 39.5 ver cent of [dex or Retail Activity in mportant | | 
the market. 
A survey of the drug and toilet 
Rural Trend {0 | goods products in farm homes re- ar ets 
veals that the rural lady is just as 
n i = r 7 es 
. woe © a eee Based on total retail advertising volume in all newspapers in each city. 
vertise ran 5 charms as her city sister. More 
than 77 per cent of all families C . * as _. 
opyright, 1 Advertising Publications, Inc. 
used toothpaste, although the brand ( » 1939; by ng 4 ) ; 
Chicago, May 18.—Advertising’s| supposed to rank first in national 
part in creating new rural buying] sales, was fourth among Midwest 
preferences is graphically demon-| farmers. The percentage of rural | | 
strated in the “Midwest Farm and | families using toothbrushes, 67.1, is +20 
Home Inventory” released today by | higher than the national average. RETAIL ACTIVITY ‘nm 
; y lay 
the Midwest Farm Paper Unit. Face powder was found on 82.8 +15 MS ee 
This survey, based on figures ob-| per cent of all farms. In more HLT Week-by-week 
tained during the winter of 1937-38,| than one-third of these, the brand +10 | Il Total variation. 
shows rural brand preferences in a| name was the same. In almost all #5 HHH — WA year to date : 
wide variety of product classifica-| of the drug and toilet goods classi- ener il] 
tions. While no comparative fig-| fications, advertised brands show | | ygar ft , Caen 
ures are available for previous| substantial increases over others. 5 ne 
years, it is evident in almost all P | NY 
groups that advertising in both es- Oatmeal Still a Favorite -~10 
tablished and new media has helped A similar preference was ex- 
_ to align rural] tastes with those of| hibited in food products. Ready to “15 . 
. urban purchasers. serve breakfast foods were found on 
Significant in the study is the in-| the pantry shelves of 88.2 per cent 7 1 8 15 22 29 6 13 20 27 3 1o 17 24 7 F 
dication of a greatly broadened|of the families, although oatmeal ened ~~ ~ ~ — - ~~ ‘ 
market for electrical appliances] is still a favorite breakfast food, JAN. APRIL MAY JUNE JULY . . 
brought about through advances in| with 84.2 per cent of the homes ‘ 
rural electrification. Over 32 per| possessing the product. _ 
cent of the 7,209 farm homes cov-| The study reveals that 34.6 per | M& ‘iam ties snititiesie %o —— %e — i 
ered in the study now have high| cent of the families reported piped weried thea Perica “(900 (thee Week Week % Gain y 
° ° : ° 4 € 
line service and 13.6 per cent main-| water in the home; 12.6 reported Ended Ended Ended over over Ended Ended or . .. 
tain their own electric power plants. | pressure water systems; 22 per cent, City May 15,1937 May 14,1938 May 13, 1939 1937 1938 May 14,1938 May 13,1939 Loss FQ . 
Nearly 80 per cent of the wired | bathtubs; and 16.9 per cent, flush | ‘Akron, O. ............ 6,243,957 4,635,859 3,690,018 —40.9 —20.4 256,263 211,509 = —173 , 
homes have electric radios, washing | toilets. Re Mes OS veeeaacee 3,748,931 3,206,946 3,087,215 —17.7 —3.7 184,619 183,444 —O0.¢ i 
> : ee ae 2,596,726 1,968,106 2,039,730 —21.5 +3.6 105,329 117,978 +1200 \ 
machines and irons amen Py 
7 a ee ae ee 5,859,182 5,559,442 6,223,126 +6.2 +11.9 330,876 354,228 +710 ¢ 
: bhet Gus Yaeumn Clemens Baltimore, Md. ........ 8,539,527 8,219,306 7,938,622 —7.0 —3.4 452,249 496,456 +93 00 ( 
ie Consumers, Too, Birmingham, ee keee a,790.008 4,648,644 aTETSES +01 +17 353,563 363,876 FiZagy ¢ 
an ” oston, Mass. ........ 7,729,04 7,109,058 7,189,374 +7.0 +1.1 417,383 464,332 +11209 
Further opportunity for sales ef Draw Dividends Bridgeport, Conn. .... 3,580,556 3,305,568 3,486,836 —2.6 + 5.5 192,948 229,936 + 19.2 t 
as fort is indicated in the following Buffalo, N. Y. ......... 6,775,258 6,185,480 5,743,430 —15.2 —7.2 375,004 387,576 +3.4 0 
percentages of the wired homes F A se e oe ae 1,477,127 1,381,285 1,443,659 —2.3 +4.5 77,866 114,615 +472 ( 
owning appliances: Vacuum clean- rom dvertisin Cedar Rapids, Ia. .... 1,905,890 1,717,590 1,781,288 $—6.5 +3.7 92,372 112,840 +222 
] 3 d Charlest W. V 4,164,538 4,217,856 3,713,787 10.8 12 290,48 204,4 
ers 44: electric toasters 4, an . ae larleston, . Rs ses »164,03 ,217,856 3,713,787 —10. —12.0 290,486 204,484 —29.! ‘ 
electric refrigerators 28. Among |; Quincy, iil., May 17. A greater Chattanooga, Tenn. ... 2,327,646 2,251,250 2,799,526 + 20.3 + 24.4 137,067 174,973 + 27.7 F 
< Ss, . appreciation of advertising is appa-| Chicago, Ill. .......... 12,749,669 12,192,825 11,177,490 —13.3 —8.3 675,669 701,089 +3.5 I 
— —__________._. | rent if its dividends to the consumer | Cincinnati, O. ......... 6,611,307 5,860,714 5,973,741 —9.7 +1.9 317,587 391,495 23 I 
as well as to the advertiser are con- 8 ON, a: re 7,978,045 6,794,627 6,420,964 —19.5 —5.5 373,548 437,618 +17.2 
* 3 : _ POOIMIMBES, O, csccccens 5,327,115 4,717,680 4,981,818 —6.5 + 5.6 272,584 316,009 + 15.9 
oe (Mepis Rubbor Comont i/ eo “ To ng Jr. SOCTE- | Danas, Tex. .......... 7,999,767 7,856,222 7,781,079 a ae ¥ 418,263 448,284 +72) 
. eh, desist te Gon Chectte fh | tary O the St. Louis Globe-Demo- Davenport, Ia. ........ 3,767,806 3,607,810 3,448,710 —8.5 —4.4 212,982 203,476 —15 Pe 
ie , sat weeny Bins ny Fae |crat, told the Rotary Club here] Dayton, O. ......... .. 5,840,630 4,924,924 4,999,052 —14.4 + 1.5 285,160 325,962 +14 5 I 
- 3 Grades - Light-Medium and yesterday. Denver, Colo. ......... 3,735,155 3,396,230 3,380,282 —9.5 —0.5 199,396 198,687 —0.4 . 
Heavy-$2% Per Gal Post Paid Mr. Ray, whose subject was “Ad-| Des Moines, Ia. ....... 2,450,606 2,435,118 2,414,404 —1.5 —0.9 135,491 148,325 + 9.5 ; 
SS RUBBER CEMENT € sialic 4 : 9 ant Detroit, Mich. ........ 8,538,309 6,729,926 7,399,743 —13.3 +10.0 363,229 454,919 +25.2] : 
vertising Faces the Issue,” pictured | ;. , fda , pig tr dear 
3436 NO. HALSTED ST y A ee “pets ae BE ONO, ROMs savacvccs 3,830,72 3,813,557 3,797,664 —0.9 —0.4 223,622 213,468 —4.6 
CHICAGO, HLL what this dividend might mean if| brie, Pa. ............. 3,281,916 3,378,322 3,506,104 +68 +3.8 198,660 224,658 +131 0m ; 
applied in an imaginary instance. Fall River, Mass. ..... 1,319,447 1,190,839 1,236,042 —6.3 3.8 71,382 77,125 § .. 
a NN Sa as = . ‘ + ’ 77,125 aa ; 
- Suppose that some night after} Flint, Mich. .......... 3,304,518 2,634,184 3,051,880 —7.7 +15.9 139,804 78,612 +27 2 
you had attended a symphony con- Fort Wayne, Ind. ..... 4,469,780 4,054,428 3,879,011 —13.2 —4.3 228,536 204,564 —10.3 < 
cert a aved the | Gary, Ind. «1.0... ..6.. 2,707,531 2,118,138 2,065,510 —23.7 —2.5 127,613 137,267 +76 Da 
. a Spee a See 1 Genes Rapida, Mick. 4,036,214 3,268,776 3,206,792 —206  —1.9 185,206 200,508 +8.) | 
stage and said, ‘Just a minute, ladies | Greenville, S.C... 2,477,959 2,267,957 2,334,235 —5.8 F239 132,118 146,479 +105 ’ 
’ and gentlemen, I want to make an Houston, Tex. ........ 5,984,776 5,941,378 6,068,528 +1.4 +2.1 331,940 358,190 +7 
announcement about Campbell’s Indianapolis, Ind. ..... 6,922,832 5,889,886 5,904,442 —14.7 +0.2 335,132 368,200 +9 
soups. If you care to wait, we will | J#¢Ksonville, Fla. ..... 3,348,674 3,267,917 3,357,788 +03 +28 167,608 187,222 9 +11. 
sees refund the $2.50 which you paid Jersey City, N. J. ..... 906,529 785,834 835,351 —7.9 + 6.3 52,358 87,498 +67 
hse : Kansas City, Kans. ... 978,376 985,488 947,464 —$.3 —3.9 61,845 56,637 —8.4 
for admission’.” : Knoxville, Tenn. 3,660,552 3,769,598 3,914,006 +6.9 +3.8 184,590 222'026 +20 
he { This, in effect, is what actually | Little Rock, Ark. 3,493,098 3,326,338 3,326,960 —4.8 +% 184,240 191,464 +3 
the tinest vacation ever. happens when the radio listener—or gag | ee 9,490,734 8,567,407 9,285,508 —2.2 + 8.4 530,166 557,863 +65.2 y 
: soulsyv , a ‘ 5,768,875 5 9 5.249 4 — Pa < 207 7478 Lak t 
come to the famous magazine or newspaper reader—gets i - _ y a Saas 5,342,466 9.1 1.2 267,286 277,476 $ s 
Reet ag” ; : synn, Mass. .... 3,639,104 2,968,350 3,097,474 —14.9 +4.4 175,280 209,594 +19. “ 
pleasure or information from media | yanchester, N. H. .... 1,300,538 1,412,868 1,417,632 +9.0 +03 67,280 90,706 +34 h 
supported by advertising, Mr. Ray | Memphis, Tenn. ....... 4,306,738 4,138,120 4,294,892 —§.3 +3.8 209,384 218,064 +4.) 
said. tiMilwaukee, Wis. 6,689,996 5,659,469 5,323,210 —20.4 —b6.0 309,036 332,898 7,3 ¢] 
Mr. Ray also urged all manufac- | Minneapolis, Minn, 5,055,519 ~ 5,131,524 —9.6 $1.5 298,320 317,809 +6.i F 
turers and others using advertising | M°!'"e-Reck Island 3, 3,283,742 3,001,866 —0.7 —86 180,264 210,546 +16! . 
to scrutinize wr . am full New Bedford, Mass. e 1,155,924 1,132,936 —9.9 o=$.@ 70,126 72,030 +91 
» scrutinize no nore carelully |New Haven, Conn. 3, 3,356,710 3,346,504 —6.8 —0.3 187,292 207,550 +105 
AND than ever before promotional ap- New Orleans, La. 7, 6,843,321 7,139,692 —3.4 +4.3 374,602 411,853 +9. 
peals, copy statements and claims. tNew York, N. Y. ..... 5,500, 22,641,484 22,279,399 ~12.6 —1.6 1,294,214 1,379,447 +6. D 
“Every advertiser is in the spot- aaa’ Me Be sevses 2,679,599 1,975,101 1,552,724 —42.1  —21.4 107,051 108,359 +1. 
light.” he aed. “an st | Norfolk, Va. .......... 3,450,160 3,342,514 3,502,450 +1.5 + 4.8 200,886 208,278 +3.1 
Country , ght tly onyercns 4 and a oy Oakland, Cal. ......... 2,884,672 2,714,091 2,826,512 —2.0 +4.1 140,652 156,500 +11 | 
|as well as the small minority of the | ++Oklahoma City, Okla 4,342,984 4,393,144 3,632,860 —16.4 —17.3 231,854 161,826 —30. le 
“ |dishonest are under careful scru- | Peoria, Il 4,393,589 3,824,038 4,040,609 8.( +5.7 202,230 269,45 3 
} . . - - ’ eo eeereeresess so 0,08-. 0,064 ’ P U4 . ‘ —B80 + 5.7 2 2,3 2 " 5 of. 9° 
tiny.” forage ee 11,610,437 9,693,707 10,350,336 —10.9 +68 794,463 599,922 +21 . 
7 | Phoenix, Ariz. ........ 2,709,098 2,999,512 2,733,052 +0.9 —8.9 148,666 134,974 —$.: : 
3 é 2 HOURS from | | Pittsburgh, Pa. ...... 9,863,966 8.044.498 7,611,361 —22.8 a 449.022 452.872 pay \ 
ae New York or Philadelphia §|GEORGE MILLER PASSES er a a cb p6aee hes ryt a.306, 000 4,631,811 2.3 +10.4 240,100 253,848 +5. 
“Sh "6 ‘ Res » Pa. ’ 46 3,661,143 .714,703 —9.0 +1.5 205,912 201,866 —2. 
Mishawaka, Ind., May 16.—Fun- | Rijchmona van 7820913 7507 510 750 a a3 77 =5 ; or 
sil - dadaalnetias Sindehati aA ‘ ; ,820, 507,516 4,730,614 1. 4.9 254,086 298,410 9 +17 i 
® OUTDOOR SWIMMING eral services were held Friday for | §Rochester, N. Y. . 6,916,350 5,355,378 5,603,965 —19.0 -4.6 303,177 352,330 +16: 
BOOT | George C. Miller, 61, president of Sac ramento, Cal , . 8,227,217 2,898,214 3,139,514 —2.7 + 8.3 173,684 189,280 +9 
: | Dodge Mfg. Corporation, who died | 22 prtento, ap - grey 5,306,280 2,647,224 +4.7 14.8 137,238 159,657 +16 
, . San ego, Ci ‘ ; 5.316.186 59 5 516.746 129 9 48 908 o¢ Lagi 
_ | of a heart ailment. Mr. Miller was |< a a — =e 363,646 $86,535 : 
FINE CT “IT COT ca . Sa é cisco, CE 1,06 5 5.757.02 5.056.205 = Ls a- 494 14 ok 
@ FINEST GOLF COURSE IN | with Dodge, manufacturer of power | seattle. Wach) erty te ane tan ane kaa ey <a hon anaenee 
wn - -2e - “ eet ’ asn. eese ,S98,00 0,050,900 ° ’ + D.0 +2? ' 7 26 + 46 
THE EAST | machinery and transmission equip-|**South Bend, Ind. ... 3,596,900 2,689,985 2,007,535 44.2 384 146360 132.139 - 16 
ment, since 1923, and previously | §§Spokane, Wash. .... 2,888,340 2,677,262 2,513,994 —13.0 =—=,2 129,934 172,844 + 33 
® BOATING AND FISHING had been general manager of Mont- | >* Lo ne _ 7,382,915 6,796,405 6, 766,125 —8.4 —9.5 351,230 399,985 +1! 
| gomery Ward & Co., Chicago; presi- evra a = " womnese 4,688,791 3,881,408 -16.7 17.2 231,469 228,839 — 
‘ . “4 fs Syracuse, } . 6 470.657 3,947,074 4,554,018 +1.9 15.4 236.55 252 95é ry 
® 125 ROOM HOSTELRY dent of Tillotson Mfg. Company,| Tacoma, Wash. . 2,464,720 2,201,388 2'277,660 —7.6 3.5 111,398 121,968 +8 
| Pittsfield, Mass., and vice-president | Tampa, Fla. 2,392,296 2.319.520 2,475,396 4.3.5 6.7 109 480 12672 15 
© EXCEPTIONAL CUISINI |of George W. Goethals & Co., which | Toronto, Ont., Can 7,913,307 6,649,894 6,237,664 21.2 6.2 355,127 366,620 +3: 
Pe eats i dug the Panama Canal. aoe A septsaces SEES ~ 1,480,038 1,544,076 .—4.9 +4.3 85,540 102,396 +19. 
| Tulsa, Okla : 2,616,180 2 266.329 2 207.388 ae” S -1.8 72.93 ae 02° < 
| | Washinet an, D. C 69.2 ‘ "994 "949 . a heee 193,383 ( 
to , | Ws igton, 13,969,214 12,412,824 12,342,211 -11 0.6 382,77 379.227 — 
7 ANCING JIC Tl ? | awe : . 4 eo 682,771 679,22 
abe a ne oe JAMES CLARKE DEAD ‘Worcester, Mass 1,460,351 4,231,206 3,900,947 12.6 7.8 259.770 235,081 -$ 
— Boston, May 16. im ai * -» 3,535,612 2,902,424 2,691,948 23.9 7.3 134,754 160,598 +19: 
> oe ooc arke ress, ied at his | Akron rimes-Press discontinued Aug. 28, 1938. a 7 
ROPEAN PLAN home here May 11. At the time of New York American discontinued June 24, 1937 
| his death, he was vice-president of | ochrotwed ip oe A oy discontinued June 8, 1937 
- 3/0 ii and Sunday Ame Cf discon ee nne & 14°°7 
oe) Advertising Typographers of Amer- | *Dally Le dmres ain “= 4 -rallnge , ges tas ici 
ica He was credited with Soins | **News-Times discontinued Dec. 28. 1938 
eagle. the first to make up national adver- tMilwaukee News discontinued Jan. 14, 1929 
ye = . : . ; | *tOklahoma Ne s discon ec eh ; 14°44 nape . ended « Q2G is he . 
Send for Booklet and Rates tising set am type outside of a pub- cow om , reen ~bot ale: ener = : ba A Linas for week ended April 2 i includes anniversary ed 
= lication office He was 56 years old §§Spokane Press discontinued March 18, 1939 
r7St. Paul Daily News discontinued April 36, 193 
SHAWNEE-ON-DELAWARE § BERGMAN Dies —— 
Rye N. Y May 16 Simon Resear | 7 
ye, , Ma: ch Bureau Moves 
PENNSYLVANIA aetna 


Bergman, chairman of the board of Research Bureau of America MONTREAL 
Lily-Tulip Cup Corporation, died| New York, has moved to 280 Madi- | |¥™™'"t¢ 
here last week at the age of 70.!son avenue. | LONDON. Eng 
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ADVERTISING AGE 


Production Cost 
Looms as Biggest 


Television Problem 


NBC Invites Advertis- 
ers to Test New Med- 
ium Now 


New York, May 16.—Cost of pro- 
cram production remains the major 
unsolved problem of the infant tele- 

ision industry, E. P. H. James, ad- 
ertising and sales promotion man- 
ver, National Broadcasting Com- 
pany, told the Sales Executives 
Club here today. 

A co-feature of the luncheon 
meeting was the annual election of 
officers. A. C. Monagle, vice-presi- 
4ent of Standard Brands, Inc., was 
the unanimous choice for president, 
succeeding Arthur Ramsdell, direc- 
tor of sales, Borden Company. 

1. S. Randall, Eastern sales man- 
ager of Transcontinental & Western 
Air, and a former club president, 
was named first vice-president; K. 
N. Merritt, general sales manager, 


Railway Express Agency, second 
vice-president; Charles T. Lips- 
comb, Jr., sales manager, Vick 


Chemical Company, secretary; and 
George P. Johansen,  secretary- 
treasurer, Advertising Distributors 
of America, re-elected treasurer. 
Gene Flack, Loose-Wiles Biscuit 
Company; R. H. Waldo, McClure 
Newspaper Syndicate; and R. D. 
Keim, E. R. Squibb & Sons, were 
named directors. 


Cites Experience of Radio 


Mr. James avoided prophecy, but 
pointed out that it was eight years 
ifter the appearance of the first 
1dvertisement for a radio receiver 
set before a national network was 
established. He declared that the 
first receiver promotion was placed 
) in a Pittsburgh newspaper on Sept. 
; 29, 1920. 

' He also pointed out that 20 tele- 
vision stations now hold experimen- 
tal licenses, and that program serv- 
ce will be available regularly in 
major cities by the end of this year. 

Mr. James explained that tele- 
sion stations are forbidden now to 
ell time, but that NBC is anxious 
to get advertisers with suitable ma- 
terial to try out the new medium 
now. Several advertisers are now 
having commercial films televised 
ver NBC, gaining experience with 
the new medium without cost and 
permitting the network to test such 
material. 


SAYS RETAIL COPY CAN'T 
DEPEND ON TELEVISION 

New York, May 17.—Television 
will not replace newspapers as the 
leading medium for retail store ad- 
vertising, in the opinion of Samuel 
W. Reyburn, chairman of the board, 
\ssociated Dry Goods Corporation. 

(Speaking before the Association 


COLLINS. 
MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


PANTRY PACKAGE BOWS 


BRAUN BAKERS PRESENT 


Packags 


WHITE BREAD 


AMAZI 


Pan 


TOWN TAL 


SS rer 


Braun Baking Company has launched a 
newspaper drive in the Pittsburgh area 
to introduce the Pantry Package for its 
Town Talk bread. The package opens 
in the middle and breaks into two indi- 
vidually wrapped half loaves. 


of National Advertisers in Rye, 
N. Y., last week, Dr. W. R. G. 
Baker, General Electric Company, 
predicted that television will seri- 
ously affect newspaper revenue 
from department store advertising. ] 

While admitting the possibilities 
of dramatic and realistic presenta- 
tion of merchandise via television, 
Mr. Reyburn held that the brief life 
of the televised advertisement 
mitigated against its extensive use 
as a retail advertising medium. “If 
a woman is called to the telephone 
she misses your show. On the other 
hand, she can refer to a newspaper 
ad at any time,” he declared. 


Philip Morris 
Substitutes Music 


for Quiz Program 


New York, May 17.—After a year 
of quiz programs on the Mutual 
Broadcasting System, Philip Morris 
& Co. has shifted to a program of 
swing music, “Breezing Along.” 
The new show, featuring an orches- 
tra, vocal group and chorus, is aired 
Friday on three stations from 8 to 
8:30 p. m., the same time used by 
“Guess Where?,” last quiz program 
which was on the air for seven 
weeks. “What’s My Name?” ran 
for 52 weeks on MBS. Biow Com- 
pany is the agency. 


Pillsbury Renews 


Effective May 29, Pillsbury Flour 
Mills Company has renewed its con- 
tract with the National Broadcast- 
ing Company for “Woman In 
White,” five-times weekly series. 
On behalf of Pillsbury flours, the 
program is heard on a Red network 
of 36 stations from 10:45 to 11 a. m. 
Hutchinson Advertising Company 
handles the account. 


P & G Expands Network 


Procter & Gamble has increased 
the Columbia Broadcasting System 
network for “This Day Is Ours,” 
promoting Crisco, from 23 to 35 sta- 
tions. Compton Advertising is the 
agency. 


Latham Resigns 
As Pall Mall Head 


John R. Latham, president of the 
American Cigarette & Cigar Com- 
pany since last August, has re- 
signed. Albert H. Gregg, former 
president and now chairman of the 
board, will be in charge. 

Before becoming head of the 
company which makes Pall Mall 
cigarettes, Mr. Latham was in the 
advertising department of Ameri- 
can Tobacco Company, of which 
American Cigarette is a subsidiary. 
He was previously with Young & 
Rubicam. 


Adams to Texas Web 


John T. Adams, radio director of 
Erwin, Wasey & Co., New York, has 
resigned effective June 15 to be- 
come executive vice-president of 
Texas State Network, Inc., Fort 
Worth. 


Canada Magazine 
Linage Declines 
0.8% in May 


Chicago, May 16.—May linage in 
six major Canadian magazines 
totaled 194,493 as compared with 
196,125 last year, according to re- 
ports to ADVERTISING AGE today. 
This is a decline of but 0.8 per cent. 
The decline for April was 4.8 per 
cent. 

The list this month is smaller by 
one than that for previous months 
because of the suspension of Cana- 


‘dian Magazine. (Story on Page 22.) 


The two Canadian farm papers 
reporting May linage showed a 
combined gain of 26.2 per cent, 
with 41,722 this year as compared 
with 33,058 in 1938. Two of the 
three farm papers reporting April 
linage also showed increases over 
1938 figures. 

Figures for the individual maga- 
zines are shown in the accompany- 
ing table. 


To Century Advertising 


Standard Beverages, Inc., De- 
troit, bottler and distributor of 
Orange Crush, Tom Collins, Jr., 
and Laff - Cola, has appointed 
Century Advertising Agency, De- 
troit, to handle its account. 


MAY LINAGE OF CANADIAN MAGAZINES 


Canadian Home Journal............+.0e:++ 
Canadian Homes 
Chatelaine 
BUMMENEN cece cceds ese ces codeccocescvesss 
tMaclean’s Magazine 
| PPT TT TIT TTT Erie 
National Home Monthly 


Total Group 


Commercial Display in Canadian Farm Papers 
939 


Country Guide & Nor’-West Farmer 

tFamily Herald & Weekly Star 
Eastern Edition 
Western Edition 


The Parmers MOMAGIMG,. .ccccccccccccececes 
tFree Press Prairie Farmer.............+. 


+Western Producer 


Total Group 


EES rte eee 


Tee eee eee eee eee 


CRP eee 


29 

— 1939 1938 
Pages Lines Pages Lines 
ease 45.2 31,644 48.9 23,596 
47.6 32,01 41.0 27,547 
ocee Sae8 26,274 42.0 29,368 
29.9 12,830 33 14,431 
scone Uae 41,349 $7.¢ 40,307 
58.8 39,487 63.0 42,337 
33.9 23,728 32.8 22,970 
194,492 196,125 

——1 1938 
Pages Lines Pages Lines 
“ee 22,002 20.5 14,769 
inae* So 38,482 47.7 38,138 
| 30,543 4.1 27,276 
ee 28.2 19,720 26.1 18,298 
ai: ae 38,964 40.4 44,485 
S45 16.2 18,449 1 15,215 
osue 41,73 33,058 


*Weekly—aApril linage shown, not included in total 


tSemi-monthly—hoth issues included 
‘Five issues both years. 


Stockbroker Starts Drive 


Newburger, Loeb & Co., Phila- 
delphia stockbroker, has launched 
a newspaper campaign featuring 
“Studies in Values.” Direct mail 
will also be used. Arthur R. Ster- 
nau, Philadelphia, is the agency. 


Lynch Joins Colortype 

Joseph H. Lynch, formerly with 
House Beautiful, Atlantic Monthly 
and Pictorial Review, has joined 
the Chicago sales staff of Ameri- 
can Colortype Company. 


To Simon & G 


Simon & Gwynn, Memphis, Tenn., 
has been appointed to direct the 
accounts of Hotel Claridge, Mem- 
phis, and Slumber Products Cor- 
poration, Memphis. Milton Simon 
is account executive. 


Plan Annual Convention 


The British Columbia division 
of Canadian Weekly Newspapers’ 
Association will hold its annual 
convention Sept. 29-30 at the Hotel 
Vancouver, Vancouver, B. C 


The Big Sales Influence of the Entire District 


Tas famous St. Louis newspaper, The Globe-Democrat, covers not only 


the city where it is published, but also the wealthy and responsive market within 


a radius of 150 miles... . . . . Throughout this great market, known as The 49th 


State, The Globe-Democrat is the big sales stimulus. ......No other adver- 


tising medium can match The Globe-Democrat's influence in this outstanding 


market. 
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A MILLION Fair Visitors a week 
in New York this summer... 


American Business has spent millions of dollars, years 


| 
| 


of planning and effort . . . to put its best foot forward at this 
greatest of Fairs! . .. Two hundred buildings have been filled 
with products, processes, goods and exhibits—to impress the 
Fair visitors . .. Additional appropriations have been author- 


ized, and will be spent for special Fair advertising . . . Because 


this Fair audience of a million people a week is a market 


that American advertisers know is well worth working for. . . 


But there are a million more people 
in New York every day... _ 


4 
3 
... who mean little to your business, and to whom your ; 


business may mean little. . . if your advertising isn’t in the 
Journal-American! . . . The families reached by this 600,000 


home-going circulation represent one-quarter of the whole 


rich New York market... These Journal-American families 


ee ee 


aren't transients good for a one-time sale, a plus on a 
season’s business! They live here, earn here, spend here — 
BUY here every business day in the year. . . 

Collectively, these Journal-American families have more 


to spend, spend more, than the average U. S. resident. 


They are worth more selling effort than transients . . .You can 
build business with them for twelve months of every year! 
j And your business needs these Journal-American 
families . . . They represent a huge volume, your sales in- 
creases, your profit growth—one answer to shrunken volume, 
leaner margins, increased selling costs! . . . 


Learn more about the medium that means more 


potential business than a World’s Fair any year! 


New yoRK Journal-American 


Represented nationally by: RODNEY E. BOONE ORGANIZATION... with offices in 
NEW YORK « CHICAGO - DETROIT - PHILADELPHIA - PITTSBURGH - BOSTON - ROCHESTER - BALTIMORE « ATLANTA - SAN FRANCISCO - LOS ANGELES « SEATTLE 
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HISTORICAL THEME FOR VEEDOL 


PHOTOGRAPHIC REVIEW —— Whenyousy os 
OF THE WEEK PENNSYLVANIA J 


a Soldier thinks of GETTYSBURG 
a Careful Motorist thinks of VEE DOL 


WISCONSIN PUBLISHERS RALLY AROUND EDUCATOR 


en rere een nee ee ere 


fe OW ae, ee Mammen: ho 


a eee des oteertton 


ee ee 


Ped 
‘ 


From the earliest days of motoring, Anierica’s finest curs and tast fretien And that's what Veedal 


s : s ‘ ES “Film of Protection” doe 
bave been safeguarded by Veedol’s “Film of Protection Sects —e 
Remember, you a0 longer drive a car that 


ts @ few voars after Gettysturg . .. an knowledged as 4 ¢ in heat tesestame faut “eats oil Se you can melt afford to. give 
J other barele waged in Pennsylvania in rich ciliness . .. ford in protective qualicies, YUP motor the fineve lubsicauon meney ce 
Couragemes off men fought every obstacle of No wander Vecdd fen beer famous since buy... The next nme you need off, think «| 
eran and nature to complete America’s fret carly “horecleys carnage” days. Neo wonder Penavyivama and you'll ask for Veedot. 
i we dastanve plpedine. These men founded wie Moterias thik of Veedel when Pont YERDOL MOTOR OF... 0 produ « 
, : : ; the company that makes Verdinl Moser Ou sytvania is mentioned! Tide Maser tspoctated Ol] Com pary 
J Dr. Clarence A. Dykstra, president, University of Wisconsin, is center of attention at Inland Daily Press convention. Left Their bsborie: pigelnk thes cuvviedl, and Toutoy's monere costes Wied Vide NY uke ce eerme TS , 
' to right, Grant M. Hyde, director of school of journalism, University of Wisconsin; Clinton F. Karstaedt, secretary- rill carries, America’s fire cro ait, For amaller parts, closer chewrances,greaterapeeds, joa, sasinne onan étymlsd: tint thr fe ume a 
; treasurer, Beloit News; Frank Thayer, journalism instructor at U. of W.; Frank E. Noyes, publisher, Marinette Eagle-Star; liredtond.Penveytvania crate i freely sc. demand » motor ail that imasters Righ teat tea tose <n A. Bar 9, So Ti “a 
Frank R. Starbuck, publisher, Racine Journal-Times; Dr. Dykstra; Emery A. Odell, publisher, Monroe Times. Dr. Dykstra = 
appealed to the press to aid the schools in formulating an educational and inspirational program for the furtherance of Tide Water Associated Oil Company will use a historical theme tying in with 
. democracy. (Story of the Inland convention on Page 6.) the origin of its products in new magazine copy. (Story on Page 27.) 
{ 
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EXPERi GIVES CONFIDENTIAL ADVICE SELECT OUTSTANDING PRINTS OF THE MONTH 


This month's award (left), given by the Chicago Society of Photo- 

graphic Illustrators, selected by the Art Directors Club, went to Stanley 7 

Johnson, of Wesley Bowman Studios, for Cutler-Hammer, Inc., through 

Kirkgasser-Drew Company. The photo below, given honorable mention, 
was taken by Gordon Coster for Marshall Field & Co. 


AERO AN OE. 


The talents of Norman Rockwell and Lucian Bernhard are combined in this Amer- 
ican Oil Company 24-sheet poster. Joseph Katz Company is the agency. 


BOISTEROUS COPY EMPHASIZES SILENCE 


oes 2 ~ ~ es bra Be Sate: a ee eS a } >. ¢ >, ie be 
Crash! Clang! Bang! the clanging, hanging, screeching power ts required to start and heep truck a ee: etn, ke a , tein ge noe “orphan tate omarntra - 
Noisy Trucks Sap Workers’ of stecl-wheeled trucks and trail-  "*iad. There is tess depreciation « 


Energy ..» Blast Profits ers. Rubber is quict. Goodrich 


equipment — less marntemance +> ————— . A, 
. we i 
Vule-On Rubber-Tired Wheels Built for service, Goodric® Vule-Or 7 s C a” - 
\iter a day in a noisy factory on all your inside hauling equip- We cts are of one-piece comstracton ot! HA? My IDEA OF A AR / = “ 


% 
om t . . bolita o » box > 
m men reach the end of their meat will reduce the noise pad a ~, — a oe oo Ly 

“< tee 6 COT rersren - Prete om f 


Paticnce. At home, they demand level amazingly 


eati-trietion roller bearings to assure { 
Qu ~and tight to get if. it's « dflerence your men will aotoe — smooth operation ibe tive is permanently « 
P ~ and aporecrete. ©) & closely and you'll vulewnmred to the r ’ - 
Hut they can't fight the moive Sri spemeinte, Check slnay and vou" ee 
es . wt oe ‘ wore oe - 
" work. It saps their energy, work. In less time, too! Start Saving - Now! 
Strains their nerves. Cuts the A Goodrich engineer will survey vou 
er 
questa A - a They Pay Their Way inside hauling equipment, estimate eosts- 
7 . 
’ ) a8 much as +, «ce Now consider these other savings Sileat show you om paper how much you shank 
curving to recent leboratory tests. Goodneh cubber-tired wheels do aot save with Goodrich Vule-tin Wheels 
P » damege floors They cashion loads reduc. There’ » obbgaty ' 
Haas _ . . “ es oe oPiigetan wet phone vou 
a. pos t stop all the noise in breakage. They perait fester handling of Goadneh dealer or Goodrich Slvertoe: 
~~ plant. But you can silence mate rials—speed up plant operatives Less Store or mail the eoupua heloe bs 


Tires 


Goodrich Industrial 


MERCURY 8 


, The new Mercury 8 poster being used during May shows a striking comparison between the car and a streamlined train. 
ndustrial Tire Division of B. F. Goodrich Company dramatizes economy of silence Aside from the pleasingly modern art technique, the poster is distinguished by a minimum of copy compelling color con- 
" the industrial plant. Griswold-Eshleman Company, Cleveland, is in charge. trast. It was crested by N. W. Ayer & Son. 
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The pieman wasted no time on customers whose eyes 
were bigger than their pocketbooks, an apt moral for 
advertisers even today. Indeed, the whole story of 
Simple Simon is of interest to advertisers: He tried to 
pluck plums from thistles, you remember, and got his 
fingers pricked. And there’s the episode of trying to 


catch a whale in a kitchen pail. 


If you're fishing for sales, dangle your bait in appropri- 
ate waters. In Washington, that means the ‘‘A Market’, 
of which you've heard a lot in the past but of which you 


need remember only three things : 


It contains 67% of the families—there’s mass 
for you. 

It accounts for around 80% of the purchases— 
there’s business for you, and profit, too. 

It gets 78% of The Post's circulation—there’s 


the paper for you. 


* The Washington Post 


€ om WASHINGTON’S HOME MORNING NEWSPAPER 


Osborn, Scolaro, Meeker & Co Fenger-Hall, Pacific Coast 


ve a 


The Post is the only paper to increase its share of all advertising placed in Washington each vear for the past five vears: 
. : ] S . I * 
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